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THE OSBORN MANUFALTURING COMPANY 


5401 HAMILTON AVE. 
Sales Branches 
New York + Detroit + Chicago 


San Francisco 


self when you sell the perfect combination 


Magazine 

one. You perform a real serv 
customers and bu 

—good pa 


, 





ee Renta e 
So ON ek 

: ee: Ste Fs aes 
$e vagal 


re 

PS ealcca are cP at tien ¢ f # <r : . A 

fo FAHD Be BESTT we ie IEE BEBE SI IN A xs Mgiree tw, Sa rae wf sagt Ps . . nek a mr E 7; 
ne I RI i FS oF Foe nA A at AE Sat a, I BE. EP ERD SRW apn SFOs ict be LSE - RAAS 





PUBLISHED EVERY THURSDAY 











“The Hardware Dealers 

















—— a a Lee 








HARDWARE AGE for MARCH 12, 


1931 





Modernization 


with Lupton Equipment pays” says 
THE SAMUEL McKNIGHT COMPANY 





CHAIN STORE competition has no 
terrors for the Samuel McKnight 
Hardware Company of Pitts- 
burgh, Pa. 

For five years they’ve had a 
branch store in Bellevue, Pa., a 
suburb of Pittsburgh. And they’ve 
done very nicely, thank you. But 
last fall they decided to do even 
better. They moved to a better 
location —a location flanked on 
one side by a chain grocery and 
on the other by a local five-and- 
ten. Three doors away is a chain 
five-and-ten. 


To attract women— 
modernize! 


Then to meet all this competi- 
tion, they designed their store 
especially to attract women cus- 
tomers. One important item was 
Lupton Metal Store Equipment— 
the open display fixtures built to 
N. R. H. A. specifications. 


The modern design and cheer- 
ful colors of Lupton equipment 
help to make this store as attrac- 
tive as any in Bellevue. More than 
that, Lupton equipment displays 
80% of their items—as against 
20% with old-style fixtures. The 
result—a running hop, skip and 
jump in self-service, unit of sales, 
and turnover. For instance, the 
first Saturday the store was 
opened, they rang up 509 cash 
sales alone! 


Any merchant can do it! 


Any merchant can accomplish 


LUPTON 


METAL 
STORE EQUIPMENT 


BUILT TO N. H.R. A. SPECIFICATIONS 


this. But to do so, he needs more 
than modern fixtures. He needs 
store planning and merchandis- 
ing service, too. You get this serv- 
ice from Lupton—free! A Lupton 
store engineer helps you lay out 
your entire store—locate each de- 
partment — estimate the ideal 
stock—arrange and display your 
merchandise. 

No other manufacturer can 
equal Lupton for service—or for 
equipment. It’s correct—it’s mod- 
ern —it’s attractive. And because 
it’s built of steel, Lupton equip- 
ment is the cheapest in the end— 
and the most satisfactory from 
the start. 

If you want to find out what 
modernization can do for your 
business, just drop a postcard to 
David Lupton’s Sons Company, 
Philadelphia, Pa., and a Lupton 
store engineer will call at any 
time you say. 
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AMERICAN 
Steel Sheets 


are the highest development in this 
important craft. This Company’s ideal 
is not merely to meet competition in 
quality — but rather to set a standard 
for competition to meet. It is in this 
aim that the spirit of progress lives—it 
denotes continuous development and 
improvement. In producing highest 
standards for sheet metal today, the 
AMERICAN ideal plans for even a 
higher tomorrow. 
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AMERICAN products are supplied in Black and » a = pe | 
Galvanized Sheets, Tin and Terne Plates for all : any | nen 
purposes. When maximum rust-resistance is 
important, specify for Keystone Copper Steel, 
the original copper steel alloy —unexcelled for 
Galvanized Sheets and products requiring the 
greatest degree of permanence and endurance 
Send for our cAnti-Corrosive eMetal booklet. 
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American Sheet and Tin Plate Company 


GENERAL OFFICES: Frick Building, PITTSBURGH, PA. 














HARDWARE AGE for MARCH 12, I931 








EVEREADY FLASHLIGHT BATTERIES 
HAVE TO BE BOUGHT AGAIN AND AGAIN 





EVEREADY 


is Gut 
| Barest 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


— they sell faster 
























One way to increase 


store-traffic 


Give them open display! 
* 


HAMMERS, hinges, and most hard- 
ware items aren’t bought very often. 
Not often enough to keep customers 
coming back to your store. You 
need some items that give good ser- 
vice, but wear out now and then. 
You probably have one at your 
finger-tips. But it’s hidden on your 
shelves, and not working the way it 


This is Eveready Flashlight Battery No. 950—one 
of a family of four Evereadys. Get them all, and 
give them open display. 








is right at your finger-tips! 


can. That’s Eveready Flashlight 
Batteries! 


Let your customers see that you 
have Evereadys. These little light- 
makers are also friend-makers. 
When an Eveready finally hands in 
its checks, no one feels he’s been 
gypped. Instead, he wants Ever- 
eadys again. And he’ll come to you 
for them! 


People are like that. They get 
used to one store, and go back, time 
after time, as long as that store has 
what they want. 

Make an open-table display of 
Eveready Flashlights and Eveready 
Flashlight Batteries. Put some in 
your windows, too. Remind win- 
dow-shoppers that you have a flash- 
light service-station. 

Do it today, and you’re on your 
way to more store-traffic! 


NATIONAL CARBON CO., INC. 
General Offices: New York, N. Y. 
Branches: Chicago Kansas City New York 
San Francisco 


Unit of ie and Carbon 
Union Carbide 323" Corporation 
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Everyone knows that stock responds profitably 
to a plentiful supply of water easily and continu- 
ously available. : 


Everyone knows that a modern water system on 
the farm quickly pays for itself in time and Jabor 
saved, besides the extra profits it consistently 
earns through more productive cattle, hogs, 
chickens and other stock about the place. .. 


There is no longer any question about the econ- 
omy and need of running water at the turn of a 
faucet for suburban and country homes, farms, 
estates and similar places. 


Myers Self-Oiling Water Systems, engine or 
motor powered, provide the means to running 
water for household, for barns and feed lots, for 
fire protection, for sprinkling and for innumerable 
other uses. There is a style and size in a wide 
capacity range, two hundred and fifty to ten thou- 
sand gallons per hour. 


Spring is just around the corner. As a merchan- 
diser you are overlooking a splendid opportunity 
to increase your sales and profits during this 
period and the months to follow if you fail to take 
advantage of the many possibilities Myers Water 
Systems now offer. 


Familiarize yourself with the facts. Don’t delay 
a single day. Write us for catalogs and complete 
information about Myers Water Systems, our 
national advertising campaign now in full swing, 
and the ever increasing number of opportunities 
they present for profitable sales. 


Your inquiry will receive prompt attention. 


The F. E. Myers & Bro. Co. 
Ashland, Ohio 


Systems—Hay Tools—Door Hangers 





Pumps—Water 
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sell fence and handle goods 


This Utility Display Rack will 


such as garden tools. Ask your 


jobber or write us how it may 
be secured FREE. 
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$285° —- THINK OF IT! 


Now offered to you for a leader— 






The gun that everybody knows. 






The gun favorite of nearly a million 
sportsmen. on 







The gun whose shooting qualities are 
recognized throughout the world. 







And now, the gun everybody can afford. 


NOTHING HAS BEEN CHANGED 
BUT THE PRICE 


Now made in 12 gauge and, for deliv- 
ery after April 1, in 16 gapge also. 


WINCHESTER REPEATING ARMS CO. 


NEW HAVEN, CONN., U. S. A. ~ 
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14. PLAceEs 
TO MAKE SECURE 


are shown in above illustration 


1—Mail box 
2—Gate 
3—Auto spare tire 
4—Steering wheel, &c. 
5—Bicycle 
6—Cellar door 
7—Garage door 
8—Tool box 
9—Chicken house 
10—Golf bag 
11—Barn door 
12—Boat house 
13—Boat 
14—Truck: rear door 


YAL 


) 





“ck DEALER 
SERVICE 








am 


Offer people do not use enough 
padlocks. Inspection of the 


average home usually discloses many im- 
portant places that should be guarded by 
Yale padlocks. The most effective means 
of increasing your padlock sales, there- 
fore, is to point out these places to 
householders. 

We have prepared a striking series of 
sales helps which will enable you to cash 
in on this opportunity for profit—with a 





minimum of time and effort on your part. 
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Can INCREASE Your 
PADLOCK PROFITS 
---by using these 
SALES HELPS... 
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Send for the following 
merchandising aids and let 


them help you sell Yale Padlocks: 
14, PLACES TO MAKE SECURE”— 


An interesting booklet which shows by means 
of pictures 14 places that need Yale Padlock 
Protection—an excellect reminder to cus- 
tomers to buy one or more Yale Padlocks. 


*ON GUARD”—A folder with a com- 
manding cover and striking illustrations in 
color. This will show your customers the va- 
rious types of Yale Padlocks for various uses. 


*YALE PADLOCK DISPLAY PANEL” 
—On this are mounted different types of 
Yale Padlocks adapted to the “14 PLACES 
TO MAKE SECURE.” Price and addi- 


tional information on request. 


DISPLAY CARDS — Striking cards that 
are attention-compelling reminders of spe- 
cific needs for Yale Padlocks. Use them to- 
gether with the Yale Padlock Display Panel 
to make a sales-building window display. 


NEWSPAPER ADVERTISEMENTS — 
We provide mats of powerful advertisements 
like that shown, for your use in local 
newspapers. ; 

Try putting on a “Home Protection Week.” 
Use the above material in a combination 
window, newspaper and booklet campaign 
and see how readily you can in- 
crease your sales and profits on Yale 
Padlocks and other allied products. 





Use this coupon—now 





THE YALE & TOWNE MFG. CO. 
Stamford, Connecticut 


Send me the assortment of FREE sales helps to push 
the Yale Padlocks I have in stock or will order. 


Send full information regarding the price, etc., of 
Yale Padlock Display Panel. 
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Savage-Fox-Stevens Lines are 
being advertised nationally. 
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SAVAGE ARMS CORPORATION 
UTICA, NEW YORK 





Manufacturers of 
Savage, Stevens, and A. H. Fox Sporting Arms 
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How Mr. Kincaid makes Bassick 
items pay steady profits a// year long 


He keeps 


them out where 
customers can 
see them... 








NOME TAL Se SOS NTI ER OR REN eee OrRRNRR aT 


A OAR RA ek IN CES AARNE ee cre ME teen ee ENR 


HIS wide-awake hardware man has learned that it’s the steady- 
selling, all-season items that bolster up his profits when the 
year’s check-up is made. 


He keeps his Bassick Casters and NoMar Rests in his open 
counter display. Customers see them when they walk into his 
store. They are reminded of their needs—and all he does is “ring 
up” the sales. 


Open a “floor protection department” in your store and let 
Bassick equipment sell themselves. Stock the 7 standard items 
shown on this page. Keep the line complete. There’s an item for 
every need. Then you'll know how Mr. Kincaid makes them pay 
steady profits—all year long. 

Your jobber can supply you. Write for our dealers’ catalog No. 106. Le ee 
THE BASSICK CO., Bridgeport, Conn. items—they will fill all your 


customers’ needs ! 
Branch Offices in Branch Offices in 
New York City, N. Y. a, _— 
Grand Rapids, Mich. lente, G 
Evansville, Ind. Faroe Tl, 

















“For 35 years the buy-word for fine casters and furniture rests” 
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SCREW driver without a Non-Skid point 
A is like a tractor without lugs ..... 
it won’t hold! 


The new Bridgeport Non-Skid Screw Driver 
GRIPS! It grips.into screws that a smooth- 
blade can’t “touch”—for instance, rusted screws, 
battered screws, and screws that are hard to 
hold the screw driver in! And it saves many a 
bruised knuckle and gouged hand—not to men- 
tion damage to material. 


This Non-Skid feature, which keeps the screw 
driver from jumping out of the screw slot, is a 
selling feature! Show it... explain it... dem- 
onstrate it ... and you can se// it. You can sell 
it when you couldn’t sell any other screw driver. 


Display Stand with Demonstration Block is 
free with only one dozen quick-selling styles 
and sizes. And, remember, if any Non-Skid 
isn’t perfectly satisfactory, we will replace it 
without cost to you or your customer. Also 
sell the Bridgeport Spiral-Ratchet Screw Driver 
with Non-Skid Bits. Three-color Display Card 
free. Order today from your jobber—NOW! 


THE BRIDGEPORT HDWE. MFG. CORP. 
Bridgeport, Connecticut 


TRADE ARK 





Bridgeport 
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NON-SKID Serew Drivers 


TRADE MARK REG. U. S. PAT. OFF. 
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BOOK OF FACTS 


rated high among industrial fact offerings, 
has gone into the Fifth Edition, just now 
off the press. Whether you have had 


former editions or not, you ought to have 


this informative book. 


INDUSTRIAL COMMITTEE OF THE CHAMBER OF COMMERCE OF 


KANSAS CITY 


Nearly % million people live Industrial Committee, Chamber of Commerce, Kansas City, Mo. 
Please send me the Book of Kansas City Facts. I am interested 


within one hour by motor car 
in the industry. 


Name 
Avenue, Kansas City, Mo. Pires 
Address 
City, 





from Twelth Street and Grand 











State. 
{I saw your advertisement in Hardware Age} 











HARDWARE AGE for MARCH 12, 


I93I 








PRECISION 





















SCREWS 
Machine Cap_ Binding 
Knurled Set Special 

NUTS 
Machine Screw Knurled 
Acorn or Cap Conduit 
Castellated Wing 
Semi-finished Special 


The UNITED Line 


BOLTS 


Special 
Stove Expansion 


Toggle 


WASHERS 


Standard Special 
Hardened and Ground 


MISCELLANEOUS 

Taper Pins Studs 
Threaded Wire Shapes 
Light Metal Stampings 
Plumbers’ Bolts, Screws 


Nuts and Threaded Rods 


Complete stocks conveniently located in CHICAGO, CLEVELAND, NEW YORK 


(esas accuracy, 
micrometer toler- 
ances, and smooth 
machined finishes 
characterize all prod- 
ucts in the UNITED 


Line. 


Every cap screw, set 
screw, machine screw, 
nut, etc., made by 
United Screw and 
Bolt Corporation is 
held to a standard of 
quality which de- 
mands precision, uni- 
form dependability, 
constant strength and 


toughness. 


IF WHAT YOU WANT 
ISIN STOCK AVWYWHERE 


YOULL FIND IT AT 


UNITED 
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AND a BOTTOMS 


Always Straight and Parallel 


No amount of abuse can make Stanley 
Aluminum Plumbs and Levels warp or 
bend. The patented “Truss” construc- 
tion makes them exceptionally strong 
and keeps the tops and bottoms per- 
fectly straight and parallel. 


Stanley Aluminum Levels are light in 


_ weight, easy to handle and will not 


rust. One or more glasses are always 
available with which to plumb or level. 
All are “matched” and marked by two 
heavy indelible lines. Glass covers 
protect the glasses and keep out dirt. 


No. 232 for Carpenters 


Adjustable. Six proved glasses 
(2 double plumbs and 1 double level). 


Four lengths: 24, 26, 28 and 


(Foes 


a 


THE STANLEY RULE AND LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 





No. 235 for Masons ° 


30 inches Adjustable. Six proved glasses 
(2 double plumbs and 1 double level). 


42 inches long 




















HARD AND TOUGH 


.... But not on the Shoveler! 


HEN a customer picks up a 
“Big Fist” Shovel, he knows 
it was built for him. 


The “hang”, the perfect balance tells 
him that “Big Fist” is easy on his 
muscles. There is the wide, roomy 
“Moly D” grip that is comfortable to 
his hands, (no matter how big they 
are!). And Wood’s Patented Step 
provides an easy rest for his foot. 
The pressure of the sharp shoulder 
of the blade is relieved. 

“Big Fist” is hard and tough—but not 
- on the shoveler! 

The specially developed alloy steel 
blade is heat-treated by Wood’s 


*" ‘secret process to a super-hardness 


and toughness. “Big Fist” is built to 


last! Never before has a medium 
priced shovel had such long wearing 
quality. With “Big Fist” you reap not 
only real profits but repeat profits. 
Write for catalog and prices. 


Wood's 
“BIG FIST” 


Shovels—Spades—Scoops 


HOW TOUGH IS BIG FIST? 


Dick Alexander of Dayton says: 
““Big Fist’ is tough as a night club 
bouncer when you can’t pay the check”. 
We pay five dollars each month for the best 
wot eae on “Big Fist’s” toughness and 

, hardness. Send yours to the ‘Big Fist” Contest 
Editor c/o The Wood Shovel and Tool 
Company, Piqua, Ohio. 











Hail to the 


Entering the new low price field 
with a challenge to all! 

In Price... In Value... 

In Quality. . . In Appearance 
. In Fair profit for the dealer! 


And now a new washer... by Automatic... 
the Champion! A washer that more than meets 
today’s price demands and likewise exceeds 
all expectations in value. A washer that vastly 
enlarges your potential market, yet retains for 
you your profit. A washer, not brought out 
hurriedly to stampede a market, but carefully 
designed over many months to insure instantly 
a substantial place for itself under keenest 
competitive conditions. 


The new Champion meets the 1931 demand 
for a washer of uncompromising mechanical 
excellence... of truly outstanding beauty... 
and of finest performance ability ... at a low 
price. On every one of these points the new 
Champion challenges comparison. In every 
way it is everything a “champion” should be. 


The new Champion, ina very practical way, 
champions your cause of profitable washer 
selling. You owe it to your pocketbook to 
get all the details. Write us. 


AUTOMATIC WASHER COMPANY 
2200 W. Third Street, Newton, lowa 


Retail 0 The NEW 
Price y( EAST OF CHAM Pl Oo N 


Only ROCKIES ELECTRIC 
WASHER 




















- 3 rt for part . 


Point for point . / 


ln evi detail a 
a enlire washer industry | 


to the entire 


NEW CHAMPION 
challenges comparison with any 
washer selling under $95! 


Examine the new Champion carefully—part for part, 
point for point. In every detail you will find strength, 
sturdiness, efficiency, style —all those qualities for 
which the products of this company have been famous 
for many years. 

The new Champion has a glistening porcelain tub, 
rich black on the outside, mottled green inside. It is 
standard six sheet capacity, holding 15 gallons to 
water line. Bottom Drive Agitator is heavy die-cast 
aluminum, three-vane type. 

The base is one-piece, reinforced, 16 gauge steel, 
twice as heavy as the average. Legs are the same sturdy 
material. The special metal caster socket cannot work 
loose. Legs and wringer are finished in beautiful white 
enamel. Wringer is new trough design. Rolls are large 
2%-inch balloon type. 

The new Champion has a quiet worm shaft and seg- 
ment drive which transmits power from a genuine 
Westinghouse rubber mounted motor. Heavy cast iron 
gear case assures perfect alignment of mechanism. 
Entire transmission is enclosed and runs in oil, suf- 
ficient for life of washer. 








Every Inch a Champion! 


The new Champion is just the washer to help ‘ 

you meet and beat low priced competition. y A liberal margin, in 
It, too, challenges comparison with any q > the new Champion 
washer selling under $95. Mail the coupon A j wie |S provides for local od. 
for full details and complete dealer proposi- _ , a ‘Qg vertising. Ask for the 
tion. Automatic Washer Company, 2200 West awe ‘ea eo details. 

Third Street, Newton, lowa. A ' V/ 


The NEW PD \ 2° _ ld Retail Price 


CHAMPION We 50 


ELECTRIC WASHER 


AUTOMATIC WASHER COMPANY 

2200 W. Third St., Newton, Iowa Cc h Ch - 

> Senge neg — —_— send cue F information nek Kot eon goer d. ci eae ype 
about the new Champion Washer and give terms fe ag: : 
ae odherenaiete. a in any company in its price 
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Low-Prieced, thirty-foot 


SOLID-BRASS FRQUT AIRY LAWN 
SPRINKLERS 


Catch the spring garden-supply trade at 
the start with these novel and efficient 
sprinklers! Made of fine-quality brass for 
long, trouble-free service. Nothing to 
rust. Amazing performance. Priced to re- 
tail at unheard-of low figures with ample 
profit margin. Every customer with a 





Priced to retail at 


20e patch of lawn or garden can use two or 
more. Order stock early. 


Spike Lawn Sprinkler (rotary) 


This sprinkler will water a circu‘ar area 


30 feet in diameter with a fine, evenly SCOVILL MANUFACTURING COMPANY 


distributed spray. The spike permits the 
sprinkler to be pushed into the ground, WATERBURY, CONNECTICUT 


keeping it stationary while in operation. 
Solid brass throughout. 


Catalog No. H-254 


Packed in folding cartons of 12—12 cartons 
to the shipping case. Weight—18 lbs. per 
gross. 


Display room and offices: 280 Broadway, N. Y. C. 


Priced to retail at 


@ 
soe 
Multiple Lawn Sprinkler (rotary) 


Several of these multiple rotary sprink'ers 
can be connectéd by short lengths of hose to 
water a lawn from one faucet. Each sprinkler 
waters a 30-foot circle evenly. The arched 
base holds sprinkler in pos'tion. Will not 
tip over. Fits any standard hose connect‘on. 
THREADED END CAP WITH EACH 
SPRINKLER. 


Catalog No. H-253 


Packed one dozen in folding cartons—12 
cartons to the shipping case. Weight—32 ibs. 
per gross. 
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MONTAGUE 


The World’s Favorite Split-bamboo Rods 








For Salt 
Water 








GAME COCK 
Value—yes! 


HE customer is always right when 
you put a Montague Red Wing 
Game Cock Fly Rod in his hands. He 


wants it! 













No. 98 

All Metal Coaster Wagon 

Sets a New Standard of 

Value in its present price 
class. 


@. Even to a novice, there is no mistak- 





. 2 9 
ing the Red Wing's masterly worth. The 35” x 1544” x 5” extra heavy ribbed steel bed. 
dullest eye can see it, in every inch of ” roller a Y%" heavy rub- 
fe er tiring. olished nickel hub caps. 1%” steel 
superb eee y and perfection of — axles, heavily braced front and rear. Heavy steel 
The clumsiest hand can feel it, in hair- sides rolled top and bottom, embossed panels. 
splitting obedience and incredibly smooth Compare with others before you buy. 
masterful action. A veritable game cock LE 
for deadly accuracy, flashing power and —,, 
fighting mettle, thus winning its name. = 
Make It Your Leader A Larger, 
Finer line of 
The rod for better skill in fly casting, for Wheel Barrows % 
surer hooking of strikes, for the best sport Write for Complete Information and Prices ~ 











and the biggest fish. Valued beyond price. 
Paid for withpleasure. Everysale worth more 
than several sales of ordinary rods, in cus- 
tomer satisfaction and profit for you. 


Highest quality thoroughly seasoned and ' 
carefully selected best heavy Montague heat- 
treated Tonkin cane, six-strip split construc- 
tion. Green poplin partitioned bag and alu- 
minum case with screw cap. Lengths: 714’ 
Light Trout; 814’, 9’, 914’ Medium Trout; 
9’, 914’ Bass. Retail price, $25.00 


Montague Red Wing Casting Rod. Same 
quality throughout as Red Wing Fly Rod. 
Made with short butt joint and long tip. 
Green poplin bag and polished aluminum 
case with screw cap. Lengths 5’, 514’ Me- 
dium; 5’, 514’, 6’ Heavy. Retail price $15. 











Montague Split-Bamboo Rods are made for all 
\ fishing, inland and in salt water. Complete styles, 
We grades and sizes, ranging from $60.00 retail to 
=) $6.00. Sold by leading Jobbers everywhere. Write Built of the same heavy steel as the larger coaster 
TODAY for 1931 Catalog and Price Lists. wagons, and as strong and sturdy. One piece 
drawn metal beds, heavily braced for long, hard 


abuse. Win trade appreciation with SON-NY 
quality. Write for complete information and new 

low prices on Son-ny coasters and playground 
ROD AND REEL COMPANY equipment. 


W orld’s Largest Manufacturers of Split-Bamboo Rods Th e Da yton Toy and Specialty Co 
Drawer A-O Montague City, Mass. 1114 Bolander Ave. Dayton, Ohio 


No. 53-63-73 COMBINATION 
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HERCO SMOKELESS 


THE POWDER THAT PRODUCES LONG RANGE WITH LOW PRESSURES 





N its field —that of the heavy duck and goose loads, 

and wherever large charges of shot are to be thrown 

at maximum velocity—Herco Smokeless is a most desir- 
able shotgun powder. 


Herco is more than an improved powder; it is a ballistic 
‘achievement that makes possible maximum range with 
minimum breech pressure. It will drive shot harder and 
farther than any other type of shotgun powder. : 
Try Herco Smokeless in your duck loads. It pro- 
duces better satisfaction for long range shooting. 





HERCULES POWDER, COMPANY 


INCORPORATED 


910 KING STREET, WILMINGTON, DELAWARE 
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GET ONE OF THESE WELL POINT DISPLAYS 
FREE WITH YOUR NEXT ORDER 


HIS eye-catching display piece will be included with your 
next order of Walworth Well Points. . .if you'll just ask for 
it. It measures 13 inches by 16 inches and is printed in three 
colors to make clear to your customers the practical advantages 
of the Walworth Well Point and to bring out the interior fea- 

















| fr) : = tures of its construction. You can hang iton the wall or stand it 
| _— | on a counter to call attention. . .right at the point of sale. . .to 
k z | \ | this indispensable item for stock farms and country estates. Your 
eet Wi » regular hardware jobber can supply you with Walworth Well 
Points and will include a Display Card on request. 
eo. 
<2 














‘WALWORTH 
DRIVE 
WELL POINTS 


~ Have Unusually Large Filtering Capacity 










Deiwe Teuciand Straight 
Never Buckle—Never Bend | 





Reinforced Shoulder in Plug 
Takes Force of Blows 















No Maushrooming 
No Splitting 








EASY 
QUICK 

EFFICIENT 
ECONOMICAL 


Walworth Company, Sales Offices: 
60 East 42nd St., New York 












Walworth Company, Limited, 
660 St. Catherine St. West, 
Montreal, P. Q. 
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THE BLADE 
WITH THE 


RED BACK 


HIGH SPEED 
STEEL 


THE BLADE 
WITH THE 


RED END 


TUNGSTEN 
STEEL 





SIMONDS goa AND STEEL Co. 


ESTABLISHED 1832 


FILES 
STEEL 


SAWS 
KNIVES 





Fitchburg, Mass., 
March 12, 1931 


To Dealers not now selling 


"Red Streak" Hack Saws - 


You are cordially invited to try out, some time in 
the very near future, a sample order of Simonds "Red 
End" Tungsten Steel, or Simonds "Red Back Edge" High 


Speed Steel Hack Saw Blades. 
Ask your Jobber, of course, to send them to you. 


You know these new blades have caused a great deal of 
comment among machinists and tool users. These men 
who are or should be your customers want the blades 
and naturally look to leading Dealers to:know all 


about them. 


Just specify Simonds "Red Streak" on your next Hack 


Saw order and watch results. 


Yours very truly, 


SIMONDS SAW AND STEEL CO., 
(ee | ae a ag 
‘ii La 


Now building Industry's First Windowless Factory 
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CRESCENT GUNS 


One thought, more than all others, guides your shotgun customers these 
days.. They want “the most for the money.” Invite their critical inspec- 
tion of Crescent Single and Double Barrel Guns. Explain the Crescent fea- 
tures. Then spring the price! They'll agree that Crescent is one of 
“The Greatest Values Among Popular Priced Guns” 












SET OF TWO WHITE BEAD SIGHTS 






Crescent Double Barrel Shotguns 
To retail for $17.75 to $23.50 














enn ae 





Crescent Single Barrel Shotguns 
To retail for $7.75 to $9.00 






BE SURE TO ASK YOUR JOBBER! 






Crescent-Davis Arms Corporation, Norwich, Conn. 








OUTING 


Automatie Cant-i-lever 
Tackle & Too! Boxes 















Send for new eatalog illustrating in natural 
colors the fastest selling line of Tackle and Tool 
Boxes in America. Complete price range from 
$1.60 up. pox d new features. Beautiful new fin- 
ishes. Also Pocket Anglers, Landing Nets, Decoys, 


BULLS EYE The Best Way to 
Sell Air Rifle Shot 


ON’T sell air rifle shot in bulk— 









Mail Boxes. All Outing Products now sold direct 
from factory to dealer. Send coupon now for this 
catalog, free, and dealer discount proposition. 


Outing Manufacturing Co. 
301 Jackson St., Elkhart, Ind. 
Without obligation to me, please send your beau- 
tiful new catalog, showing your complete line of 
Outing products, and quote your best dealer 
proposition. 08 












Name 
Address 
Towa___. 
State 
















it is too unhandy and wasteful. 
The most profitable way is to sell Bulls 
Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 
tomer. BULLS EYE Steel Shot now 
recommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 


DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 


BULLS EYE x SHOT 





AIR 
RIFL 
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DAVIS CERTIFIED GUNS 





For 75 years Davis Single and Double Barrel Shotguns have consistently 
built profitable business for retailers because their rugged strength, durability 
and shooting qualities are developed to a degree unequalled in the popular 

priced shotgun field. 


Davis Double Barrel Davis Single Barrel 
Shotguns to Retail Shotguns to Retail 
for $17.75 to $28.75 for $7.75 to $9.00 


BE SURE TO ASK YOUR JOBBER! 


Crescent-Davis Arms Corporation, Norwich, Conn. 
































| BETHLEHEM, 
| Export Dept.: 


7 Million Ads. Like This 
| BIG-BANG 


SAFE CELEBRATORS, 













No Matches 
No Gunpowder 


Cannon, Bombing Planes, 
Army Tanks that fire with a 
flash and bang likearealgun what reduced in 
without the use of matches pie: 

or gunpowder Priced from 

$1 to $5.50 Write today 

for free illustrated folder. 


Shown here some 


The Conestoga Corp. 
Main Office and Factory 
BETHLEHEM, Pa.. U.S. A. 


will be printed in the leading boys’ magazines | 


between March Sth and June 25th. Are you ready to | 
The BIG-BANG | 


tell the readers in your community: 
you want is waiting for you at this store. 
aa 


Come and get 


Nine models—to retail for $1.00 to $5.50 


Ordering made easy by our handy Illustrated Order Blank. 
Shall we send you one or more? 


THE CONESTOGA CORPORATION 


Permanent Showroom 
Room 461, Fifth Ave. Bldg. 
New York City 


port No. 605, 130 Pearl St., New York City 


Main Office — eres 
» U. 8 ms 























A MERCHANDISING 
PLAN that Sells Skates 





Tie up NOW 
with KoKoMo Champion 
DOUBLE-TREAD Roller Skates 
for VOLUME and PROFIT 


*RADIO-> 


The Columbia Network of 2] Stations . . . News- 
papers — Literature — all will point Boys and Girls 
Straight to Your Store. 


See your jobber, or 


KINGSTON PRODUCTS CORP., Kokomo, Indiana 


write to the 
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ECLIPSE, guet 


NATIONAL ADVERTISING IS. 
HELPING SELL ECLIPSE MOWERS 


a nO Te 






Lawn Mower buyers won’t overlook Eclipse 
when they select their new Mowers in 1931. 
They will see this interesting advertising in 
the magazines they read. They know that they 
can select a Mower with the Eclipse name on 
it and have the benefit of Thirty years of suc- 
cessful experience in the making of quality 
Lawn Mowers. 

When you sell an Eclipse you sell a brand- 
ed product — a product that you buy direct 
from the factory — made by Mower crafts- 
men who take pride in the kind of Mowers 


they turn out. 








3 Power Mower Models 
Model 25 .... . 25 inch cut 
Model 21 .... . 21 inch cut 
Model 20 .... . 20 inch cut 


All equipped with Briggs & Stratton En- 
gines—Quality made—Popular Priced. 


8 Hand Mower Models — 


All Eclipse Built — a complete price 
range to fit the purse of every Hand 
Mower buyer. 
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NEW 
Deuble-Tread 
“TRIPLE-WARE” 
STEEL WHEELS 





NOTE: The _ two 
treads. Outer Tread 
crimped over inner 
Tread of Case Hard- 
ened Steel—gives 3 
times longer wear. 
Lightning fast Grade 
“A” Ball Bearings 
give 10 Times Longer 
Spin. 








“CHICAGO 


“Chicagos” are the most popular Roller Skates ever 
sold through retail channels. They are leaders in 
Sa’es; in Performance; and in Public Preference. 
“Chicagos” hold FIRST PLACE as Nationally 
Advertised skates and are FIRST with every Modern 
Improvement. 

For over 26 years “Chicago” Roller Skates have been 
the Choice of Champions and have established more 
World’s Records than all other makes combined. 
85% of the Rinks in the United States and Europe use 
and prefer “Chicagos” for their quality, service, dura- 
bility and the added prestige of Leadership. 

Now comes the NEW IMPROVED No. 101 
Frying Scout and No. 181 Sment Fiasu shown at 
right. 2 ounces lighter—10 times stronger and 3-inch 
lower. The New Corrugated Channel Arch when 
fully extended will permit a 250-pound man to stand 
crosswise and not sag or bend. Investigate these 
new models. With each pair we include sheepskin 
ankle pad gratis, for a limited time. 

We manufacture the most complete line of Rink— 
Racing and Sidewalk Skates. Write today for our 
complete Catalog and Prices. 


Chicago Roller Skate Co. 


Roller Skates With Records for Over 26 Years 
Chicago, Illinois 


4456 W. Lake Street - 





WALTER WARE 
President 


ROBERT R. WARE 
Vice-President 


RALPH WARE 
Sec’y-Treas. 
THE WARE BROTHERS 
Executives of the Chicago Roller Skate Co. 


Sponsors of quality goods, fair prices, and 100 per 
cent co-operation with their dealers 








Frying Scout— 
Double-Tread, “TRIPLE- SVARE” Steel Wheels. 
Powerful Corrugated Arch—withstands 250 Ib. 
weight. Grade “A” Ball Bearings—Lighter— 
Lower—10 times Stronger. 


No. 101—New “Chicago” 





No. 181—‘‘Chicago” Srvent Frasn. Rubber 
Tiree Wheels. Permit Speed Without Noise 
and outwear any steel-wheel skate made! 





No. 886—1Ahe ‘“‘Chicago’”’ Racing Model. Extra 
light, fast, durable. Hard Maple Wheels, hand 
polished Cones and Bushings. Used by Cham- 
pions. 





No. 778—“Chicago” Rink Skate. Fibre-Wheel, 
Malleable Trucks, Hangers and Clamps. Choice 
of successful rink managers on seven ron- 
tinents! 





**Chicagos’’ 


—the Choice of Champions 
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When You Get a Good Gun Customer 
HOLD HIM by Selling— . 


line of 
Gun Cleaning Preparations 











Back up the sale of a weapon by selling absolute 
gun protection and you have done your customer a 
service—besides making a customer for life. No 
matter what ammunition he buys, rust and powder 
residue must still be reckoned with. 


Hoppe’s national advertising campaign in the fore- 
most sportsmen’s and general magazines is getting 
across the necessity for the proper care of guns. 
The new Hoppe Guide for Gun Protection is get- 
ting wide distribution. A supply of these booklets 
with your imprint will be furnished on request. Gun 
insurance for the sportsmen means profit building 
repeat business for you. 





Hoppe’s Nitro Powder Solvent No. 9 7 
Hoppe’s Lubricating Oil—Hoppe’s Gun Grease Sold by Leading Jobbers 


FRANK A. HOPPE, Inc., 2314-H N. 8th Street, Philadelphia, Pa. 


a . & Co., Inc., 44 West 44th St., New York City 
REPRESENTATIVES: { E4-, Wi, Sige, 218 Mason Theatre Bldg., Los Angeles, Calif. 











ee. Twice the Profit—and a 
better satisfied customer 


“Gold Medal” Chair No. 40RW needs but 

to be displayed to be sold. The new Richardson’s new Rol- 
wedge pattern cover and the red lacquer ler Skate will average 
frame is unusually attractive. The perfect sow twice = profit 
relaxation the chair provides, its sturdy ae cate. “= 
construction and compact folding appeals and girls get 10 
to everyone. This type chair is also ob- times the satisfaction 
tainable with stripe, motif or triangle out of them. And it’s 


tt d i 1 finish, easy to show parents 
re an m green tacquer Ss: that they cane teas a 


pnd = 2 ang you 
7 . splays, olders, a 
Gold Medal Folding Furniture Co. 

1706 Packard Ave., Racine, Wis. 

















complete selling plan, 
free. Write for it 
today. 





RICHARDSON BALL BEARING SKATE CO. 
3312-18 Ravenswood Ave., Chicago, IIl. 


esatshed RICHARDSON’S 
ACTION Koller Skates 


REVOLVERS 
SHOTGUNS 


TRADE 








ARMS 
co. 
MARK, 


Send for catalog 





be] 
The 1931 “Gold Medal” 
Line of Folding Furniture 


offers you unusual sales pos- vaasgsane ate. © 6. Pat, or. Harrington & Richardson Arms Company 


weg cee yp Bigs AE Folding Furniture Worcester, Mass., U. S. A. 


the beautiful new catalog 
that shows the line in colors. 
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| Miaieeasenitioal 


Captain Campbell 
Wants U.S. 


Here’s Captain Campbell, pilot of the 
Denver Police De ponent Top Pistol 
Team, that recently shot its way to vic- 
tory in the three-cornered pistol match 
held at Fort ae, Colorado, using 
U.S. .38S & W Special Mid-Range Sharp 
Shoulder Cartridges. 








The youngster with the .22 
Wants U. S. 


Straight-shooting U.S. Copperheads with 

the gleaming coppered bullets and the 

non-corrosive primers go BIG with the 

boy who uses a .22 rifle for small game 
and targets. 





Canads Harlee Wants U. S. 


Here he is at Mattamuskeet Lake, N.C., 
with a big honker that he brought down 


at 84 yards with Ajax-Heavies. “‘ Ajax- 

Heavies tumbled geese out of the air 

that seemed impossible to reach”’ 
says Capt. Harlee. 





AMMUNITION 


..- Lhe Fellow on the 
Other Side of the 
Counter WANTS IT! 


Do shooters want U.S.? Well, listen- 
in some time when a group of them 
gathers to talk guns and ammunition 
...or tune in on those who are broad- 
casting their views from this page. 
Just listen...that’s all. It’s good bus- 
iness to know what ammunition 
shooters want before they tell you 
..-across the counter. 

Shooters want U. S. because ‘they 
believe in U. S. They know it repre- 
sents a definitely high standard of 
ammunition quality. They know that 
there’s a U. S. shot-shell or cartridge 
for every shooting purpose and for 
every shooter’s purse. They know that 
there’s a sixty year old reputation be- 
hind every shot-shell or cartridge 
that bears the U. S. symbol of am- 
munition quality. 

Stock U.S. Ammunition...the fellow 
onthe other side of thecounter wantsit. 


UNITED STATES CARTRIDGE CO. 
111 Broadway, New York, N. Y. 


General Selling Agents: National Lead Com- 
pany, Buffalo, Chicago, St. Louis, Cincinnati, 
San Francisco, New York; National- Boston 
Lead Company, Boston;.John T. Lewis & 
Bros. Company, Philadelphia; Merchants 
Hardware, Limited, Calgary, Alberta, and 
Winnipeg, Manitoba, Canada 


U.S. Shot-Shells include Ajax-Heavies and Climax 
Heavies (progressive-burning powder loads for 
long-range shooting) as well as the Defiance and 
Climax (popular loads for trap and field shooting). 
The cartridges include such features as U. S. 
Copperheads (.22’s with coppered bullets) and 
other Self-Cleaning (non-corrosive) rim-fires, as 
well as center-fires...the world-famous .22 N.R.A’s 

-and U.S. Improved Hunting Cartridges which 
give speed with weight behind it. 





Uncle” Bennie Vereen Wants U. S. 


“Uncle” Bennie, famous guide, noted shot, of Burgess, 

S.C., is a strong U. S. rooter. He shoots and boosts U. S. 

Improved Thirty- ere §. Climax and U.S. Ajax 
eavies. 





“Barry” Miller is 
STRONG for U. S. 
Defiance 


Here he is at Myrtle Beach, 
S. C., ready to prove that a 
.20 gauge shooting U.S. De- 
fiance is the right sporting 
combination for quail. 





Gene” Krakaur 
Wants U. S. Climax 


Heavies 


Here he is at Massape- 
qua, L. L, with a quartet 
of broadbill. Accord- 





ing to Gene, “Climax Now. oe 
Heavies just reached SELF -CLEANING 
away out for them while PRIMER 


they were stepping on 


the gas going by”. (Non-Corrosive) 


in U.S. Shot-Shells 


U. S. Shot-Shells 
now have the Self- 
Cleaning primer— 
the same non-cor- 
rosive primer used 
so successfully in 
U.S. Metallics. 
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Tacks may flatten many a tire.... but 


PHARIS tires fatten 
your profit-book 


When we say tacks flatten many a tire perhaps you think we should 
add-“‘but poor tactics flattened the tire market” . . . and maybe you're 
right. There are manufacturers making tires either too high in price 


or.too low in quality to stand this year’s acid test of competition. 


But here’s why we say PHARIS Tires fatten your profit-book. Ever since 
the beginning of the Pharis company, its policy has been to keep prices 
down when quality first has been assured. How? . . . by eliminating 
costly warehousing, a large sales force, and factory -owned stores. 
That’s why PHARIS First-Line Tires out-compete competition any time. 


THE PHARIS TIRE AND RUBBER COMPANY 
Newark, Obio 


PH ARIS; ist ZENE 


TimrESsS 
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How MANY 


SCREW DRIVERS 
Should you Stock? 


What Sizes..What Types.. What Brands 


Vv 


“Sales Science”’ 
means giving the 
dealer a break 
when the line is 
PLANNED 















\3 72m, 


baa ii, 


ila L 


HE old fashioned answer to this 

question would be to sell the whole- 
saler and the dealer every possible size, 
style and color of screw driver that could 
be forced down the dealer's throat .... 
That's not the Vichek Method. We try to 
go about the sales job as scientifically as we 
do our manufacturing. Before we built our 
present line we made a 
survey inwhichwe had the 
cooperation of many of the 
leading wholesalers and 
retailers of the country. 
They told us what sizes 
and existing types sold 
best. Then we submitted 
our own ideas on a brand 


new type of screw driver. 


> NEW DISPLAY RACK 


cell 4d 79 


re ie) = ef 
2 ee | ne 


Wy 






Vy, 
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The results of the Vichek Screw 
Driver Survey which preceded the 
present Vichek Line of Screw Drivers 
should be interesting to you. Also 
contains catalog sheets porte 3 S1Z€S, 
styles and types that sell best by 
ACTUAL TEST. Send for your copy. 


All the advantages of open display, but 
theft-proof. Assortment contains on/y fast 
moving items. Every one a NRHA Star 
sizeand style. Handsomely lettered. Asure 
sales-maker. Ask your jobber, or write us. 


They studied it and gave opinions that were 


valuable to us, and will be valuable to you... 


Then we SALES TESTED every item 
in our line, by letting the public decide, 
without suggestion from anyone, which 


screw drivers IT wanted. 


Thus, by applying SALES SCIENCE to 
the new VLCHEK Screw 
Driver line, we have a se- 


lected grouping of items of 
KNOWN turnovervalue. 


Remember this when 


your jobber salesman asks 


you to buy Vichek Prod- 
ucts: “EVERY ITEM 
SALES TESTED.” 


THE VLCHEK TOOL CO. - 3006 East 87th Street, Cleveland, O. 


Wrenches, Screw Drivers, Pliers, Chisels and Hammers 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE ACE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 
because—- 


—They are worthy of your support. Being leaders in their fields, they 
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feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 
‘ 


—They can be whole-heartedly depended upon. 
--They are concerns that are in business to stay. 


—They believe in the future security and success of the hardware trade. 


—They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B.P. Publication 
239 West 39th Street New York City 


A.B.C.—Charter Member—A.B.P. Inc. 
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HE old slogan, ‘‘Keep Your Powder Dry!’’, 
has been handed down to sportsmen so 
many years that no one would think of storing 
his ammunition under water. Yet, how many 
sportsmen realize that the shot-shells exposed 


to excessive heat are not dry? 


In the above illustration, the shot-shells on 
the left are submerged under water, while 
those on the right are exposed to a hot radiator 
—whose heat is so intense that the wooden 


shelf has been cracked! 


The paper tube and wads of a shot-shell 
contain a certain amount of wax and oils. 
They solidify at ordinary temperatures, thereby 
increasing efficiency and flexibility, and also 
protecting the ammunition in damp weather 
from the moisture in the atmosphere. In the 
dry season, the wax and oils prevent cut-offs 
and other objectionable features. If the am- 
munition is stored in a hot, dry, stuffy atmos- 
phere, then the solid wax melts and escapes 


from the paper tubes and the wads, rendering 


OF TALKS 





ON AMMUNITION QUALITY 





SHOT-SHELLS EXPOSED 
TO EXCESSIVE HEAT 


ey a a 
a 
* H Ty rae ag 
j ; ' i 
U i | ' 
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Furthermore, the molten 


them less efficient. 
wax moistens both powder and primer, causing 
as disastrous results as dves water, and also 
seriously impairing the ballistic performance 
of the shot-shell. 


The modern shot-shells are very dependable 
servants in rain or sunshine, on the marshes, 
in the field—or at the traps. But when you 
put shot-shells away for future use, subject 
them to the same living conditions as you 
would choose for yourself—protect from rain, 
the sun, a hot, dry atmosphere, or moisture. 
The shot-shells are «made to withstand the 
exposures of your hunting trip. Keep your 
shot-shells protected from excessive heat and 


moisture to ensure satisfactory performance. 


The du Pont Company with its experience 
of 129 years and its present resources can sup- 
ply to ammunition companies the type and 
quality of powders required to maintain the 
reputation of ammunition manufacturers and 


the confidence’of the shooters. 


E. 1. DU PONT DE NEMOURS & COMPANY. Ine. 


Smokeless Powder Department, Wilmington, Delaware 


RES. U. 5. PAT. OFF 


Smokeless Shotgun Powders 


REG. U. 5. PaT. OFF 


For information on Target-Shooting, write to National Rifle Association, Barr Bldg., Washington, D. C., and for 
Trapshooting, write to Amateur Trapshooting Association, Vandalia, Ohio 
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THE 


‘HONOR 


| ae measure mark of the Sun-Red Edge 

is not only your protection against 
shortage and excess in cutting—it is the 
Honor Mark of screen cloth value and 
profitable sales. 

For YOU it identifies the “Roll of Honor” 
—the one-piece roll of perfect cloth, exactly 
100 feet long. For your TRADE the Sun- 
Red Edge identifies the reliable standard 
of value in screen cloth, a product which is 
easier to handle, self-measured and sure. 





REYNOLDS 
WIRE CO. 





The Sun-Red Edge also guards against rust 
under the nailing strip. In fact, in every 
detail of sales and service, you have the 
“check and double-check”? which means 
added goodwill and increased profits. 
AluminA (Superior electro-plating gives 
twice ordinary life), Black Painted and 
Copper-Bronze form a complete line. Sun- 
Red Edge is sold only through jobbers. Ask 
your jobber for full information and our at- 


tractive window displays, or write direct to 


DIXON 
ILLINOIS 


- . ‘ Bei. 
Soe TRADE : ae PAT. OFF. co Sees d 
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The Bull’s-Eye 
‘Special SELLS 





Easier to Use— 
Gets More Fish 








Popularity 


for Profits 


NE other fishing reel has equalled the popularity 

of the famous Meisselbach Bull’s-Eye No. 100 
Level-Wind Reel. The Bull’s-Eye “Special” No. 110 
has won first place at many tackle counters. 


This large, handsome, remarkably free running and 
easily controlled level-wind casting and trolling reel 
has a great advantage. Its steel-shaft Bakelite spool 
weighs only one-half as much as a metal spool. Starts 
and stops much easier—gives greatest ease of control. 
Still more accuracy! And it is accurate casting that 
gets the Big Ones. 

Stock Bull’s-Eye “Specials” in good quantity NOW. 
Display them. Push them hard for volume sales, 
easier fishing, better catches, best customer satisfac- 
tion. Best materials and precision workmanship, most 
popular design, ample 100-yard size. Retail, $6.00. 

Meisselbach Bull’s-Eye No. 100, with all-metal spool, 
retail $5.00. 

Genuine Meisselbach Fishing Reels, made in all 
styles, are sold by leading jobbers. Stock a full line 
for best reel profits. Complete catalog and price list 
on request. 


The A. F. MEISSELBACH Division of 
THE GENERAL INDUSTRIES CO. 
3136 Taylor Street, Elyria, Ohio 


Manufacturers of the Original and Genuine 
Meisselbach Fishing Reels of Quality 


a 


Pacific Coast Representatives: Phil. B. Bekeart Co., 717 Market Street, 
San Francisco, Calif. 
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Berore the harvest comes 
a lot of plowing and planting 
and cultivating. And before 
you can harvest Sales you must 
plant seeds and make them 
grow. 


Your notebook should begin 
with the names of prospects— 
carpenters, mechanics, farmers, 

One good way to do this is to home workshop enthusiasts, re- 
use the folders and booklets pair men—they are ready to be 
provided by manufacturers. interested. 

Most of them have some valua- 
ble information for prospective 
buyers. 


Attract the attention of a lot 
of interested customers and you 
will begin to attract the atten- 


Begin talking to people about tion of the man who pays you to 
saws. Find out who needs them ll. 


and what use they have for And you'll find real interest 
them. Try to get names for jn the things ATKINS Saws and 
your notebook. Tools can give in use. Users 


J are interested in the value of 
Then give them one of the 


many ATKINS booklets on _— Pee” ae “ape eee 
ing. 

saws. Maybe you can get them 

to look and buy the first trip. The best time to start build- 


ing this list is NOW! . 
But don’t forget the first step 


is to start the sale. Before you 

can talk value of quality in ser- LS 
vice you MUST get the right 

people interested. 











CAPTURE THE EYE FIRST 


Nix: week Sam Sayles deals with the all important subject of “Showing 
—then Selling!” It’s an article on applying the art of showmanship to your 
merchandising scheme. Make a mental note to look for Sam’s message in 
Harpware Ace, March 19th issue. 


Would you like to receive the complete series of Sam Sayles talks? Send us 
your name and business connection, and we will put you on our FREE mailing 
list. Of course, there is no obligation. 








No. 100 
Ship Point 






A SAW extraordinary in 
quality, workmanship and fin- 
ish. Genuine SILVER STEEL 
Blade, holds sharp cutting 
teeth a long time. Five gauges 
taper ground, for easy clear- 
ance, will not bind. Mrrror 
finish. Solid RosEwoop han- 
dle, Perfection Pattern that 
prevents wrist strain. Nickel- 
plated screws. Made in regu- 
lar and ship pattern in skew 


back. 


The No. 400 saw is the Elite of 
the saw world. It is preferred 
by the critical artisan who pur- 
chases extra fine tools. 


No. 400 comes in 22, 24 and 26 
inch lengths. 


It will pay you a better profit 
to sell Atkins SILVER STEEL 
Saws because the user has faith 
in the Atkins’ name for qual- 
ity at a fair price. 


There is a best in everything 
and in saws—it’s ATKINS. 


Why not ask us to send you 
“The Atkins Saw Book” and 
learn about a big market for 
these saws around your store? 
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Creative Selling or Red Ink 


HE retail hardware business is entering an 

era in which individual success will hinge 

largely on “Creative Selling.” Those who are 

content merely to meet the normal demands 
which happen to come their way are definitely headed 
toward Red Ink. 


During the past eighteen months people have ac- 
customed themselves to doing without many items of 
merchandise they would ordinarily buy. They have 
also formed a habit of keeping articles in activé ser- 
vice over longer periods than usual. They are buying 
those things regarded as necessities only when urgent 
necessity exists. 


It is actually easier to sell the average consumer 
something new and novel than something in the so- 
called every-day necessity class. He will buy neces- 
sities—when the need is urgent enough—on his own 
initiative. If the need is not urgent it is almost im- 
possible to sell him so-called necessity items. The 
wise hardware merchant therefore is keying his busi- 
ness to conditions, and is bending his efforts toward 
building up new desires which will result in sales. 


Actual demand for goods is light, and naturally so. 
New demands must therefore be created by stimulat- 
ing the consumer’s natural interest in something dif- 
ferent; in new merchandise, or at least merchandise 
which is new to him. Just now there is not enough 
normal demand business to go around. Meanwhile 
there are almost unlimited sales possibilities in the 
creating of new demands. 


For example—many dealers whose sales*in general 
lines are below the average, are showing a heavy sales 
volume in such lines as electrical refrigeration. 


Then too, this is decidedly a shopping era. There 
is a trend toward fewer regular customers; people who 


go to some certain store as a matter of course when- 
ever they need the type of merchandise carried by 
that store. Chain stores and open display methods 
have influenced people to look around before buying. 
This habit has been augmented during the past year 
by a natural desire to get the most, or the best for the 
money spent. 


As a result people have become familiar with the 
great bulk of merchandise which comprises an ordi- 
nary retail store stock. It no longer holds any thrill 
for them. While the regular displays act as remind- 
ers of articles needed, they do not in themselves great- 
ly increase demand. What is needed is the lure of 
something different, backed by a brand of salesman- 
ship which can create desire to possess. 


What does all this mean to the hardware merchant? 
First of all, it means that he must constantly brighten 
up his stock with new, attractive merchandise, at the 
same time getting rid of those items or lines which 
have lost their sales appeal. 


It means the stocking of attractive items of high unit 
value which can be sold through knowledge and service. 


It means keeping thoroughly posted on new merchan- 
dise, and on consumer buying trends. 


It means more and closer customer contacts and 
greater attention to outside selling. In short, it means 
making your own sales opportunities instead of wait- 
ing for the overflow from some other merchant’s crea- 
tive sales efforts. 


By all means carry and display the normal necessity 
or demand items. They are the bread and butter of 
your business. But—bend your efforts toward creating 
new demands for less competitive merchandise, carrying 
better profits. Then you can cut yourself a piece of 
cake to go with the bread and butter. 


39e 
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You can count these chickens 
before they’re hatched 








McKinney Policies 
There is a decided trend 
among progressive whole- 


The announcement of McKinney Builders’ Locks and 
Trim upset the old adage about anticipating profits. 


salers and retailers to From its very inception this famous lock bore the 
study a manufacturer’ s unmistakable earmarks of a tremendous sales suc- 
policy as well as his cess. It appealed to architects and consumers be- 
product. McKinney cause it offered new opportunities in trim. It 


l in- . 
2 gglionar nal, captured the attention of contractors because of 
quiries. It is the : : ; 
its foolproof application that could be ac- 


cnt Mc KINNEY complished in one-half the usual time. But 


McKinney poli- in addition, its patented flexibility of design 
cies are so \W brought a benefit.to the hardware trade 
clear-cut that H ARD ARE that is considered a master stroke. It auto- 
they can be pre- for Builders matically reduces the lock inventory of a 


sented in black 


iil ellen a ibibo Builders’ Hardware department one-third. 
small space. First, This feature immediately increases your turn- 
McKinney products over and produces profits that can be counted 
are not sold to chain- right now ... There never was a product so 
stores or mail-order timely. It matches the requirements of today’s 
Sears, Sane Pee economic condition. It is within your own power 
ment work ts concentrated " ; 

athe taeteation: ef abe . to increase the net income of your department by 
siabtios that welll eomsene the stocking McKinney Locks and Trim. If you are not 
legitimate hardware trade familiar with all details of McKinney Locks send for 
from profitless competition. catalog immediately eo iia McKinney Manufacturing 


| Company, Pittsburgh, Pennsylvania. 


VP Aneta ay he 


| 


President | 


Buy i} 
from your | 
| HINGES 
Jobber | GARAGE HARDWARE 
| FORGED IRON HARDWARE 





| | BUILDERS’ LOCKS AND TRIM 
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Fellow Fisherman: - 


that luck has very littl 
in the tackle used. 
\ 


@ other one hasn't. 








This year 













of our 





“Tiff the Bakt ie 


Rire cic 


the fet wily Bie” 






May 16th, 1930. 


H Pete Dailey at Ppkoc's Hardware says, that if 
| the badt 48 right the fis vill bite. 
that the aan that comes back from a fishing trip without 
any fish didn't have any fluck, the true fisherman knows 
to do with it, it is generally 


It is often said 


The differencB usually is that one man has con- 
idence in the man thay sells him his fishing tackle and 
It is the confidence and enthusiasm 
Hat gets the successful fishermen cut before the sun is 
ug\to be ready for thé fish when they do bite He sticks 
haw after hour unti¥ he finally gets what he went after. 


e again went to issue your license and 

p same time shgw you our very completo line of tackle. 
If you will present this letter at either 
hores, we will give you free absolutely a 
yardf/spool of 16 1b. test silk waterproo? line, 
no cost¥ to you, no obligation t9 buy. 


Yours for a strong line, 


F, J. Pekoc, Jr. Hardware, 


14013 Kinsman Road. 


F. J. Pexoc, Jr. Hardware 
’ ’ 


11908 Buckeye Road. 








Try Dailey’s Bait 
on your FISHERMEN .. . . . 


FISHLINE if it is of- 
fered as a present is 
good bait to attract fish- 
ermen. Fishing tackle 

business can be increased if a re- 
tailer will do something in the way 
of promotion work to bring the 
fishermen to his store. 


These two thoughts led Guy 
Dailey, a Cleveland hardware man, 
to adopt an unique plan that 
worked out successfully in bring- 
ing buyers of fishing tackle to the 
stores of Frank J. Pekoc, Jr. Mr. 
Dailey is a good salesman and that 
he is also a good letter writer is 











Guy Dailey of the Pekoc 
Hardware Co., Cleveland, 
Ohio, sent this sparkling 
letter to 352 fishermen 
who had bought their li- 
censes at the store during 
the previous year. 221 of 
these brought in the letter 
td get the gift offered and 
spent an average of 90c. 
on fishing tackle and 20c 
on other merchandise. 
They also brought a lot of 
good will to Pekoc’s. 


GUY DAILEY 


indicated by an appealing com- 
munication that he prepared to 
send out to his fellow fishermen. 
Reading the letter also gives the 
impression that Dailey is a good 
fisherman and knows a good deal 
about fisherman’s luck. He knows 


that there is a lot of bunk in the 
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expression “fisherman’s luck” and 
that the tackle he is using has 
much to do with his success or 
lack of success. 

Getting back to Mr. Dailey’s let- 
ter, which is reproduced, the bait 
to the fishermen was real bait in 
the form of an offer of the gift of 
a good fishline to the recipients of 
the letter who would call at the 
Pekoc stores and present the let- 
ter. Pekoc has two stores, both 
in outlying residential districts 
inhabited largely by thrifty wage 
earners, many of whom enjoy fish- 
ing as a pastime. Mr. Dailey is 
manager of one of the stores. 


How the List Was Made 


The plan of giving away fishing 
lines was put up to the supplier of 
fishing tackle who was glad to co- 
operate and who gave a special 
price of 17 cents each for the lines. 
The letters were sent to a list of 
352 fishermen who had called at 
one of the Pekoc stores the pre- 
vious year to secure fishing li- 
censes. Stubs bearing names and 
addresses of men who had gone to 


his store for their licenses fur- 
nished Pekoc’s mailing list for the 
letter. Of the recipients 221 
brought in the letter and with ex- 
pressions of thanks pocketed the 
free fishline and bought some 
other fishing tackle and many 
made other purchases. Purchases 
of fishing tackle by the recipients 
of the free fishlines averaged 90c. 
and at the same time these custom- 
ers bought an average of 20c. 
worth of other merchandise. 
While no record was kept of sub- 
sequent purchases, the letter and 
gift produced a friendly feeling on 
the part of recipients and doubt- 
less brought many of these cus- 
tomers back to the store for addi- 
tional purchases of fishing tackle 
and other merchandise. 


Sales Were $243.10 


The purchases made when the 
letters were presented amounted 
to $243.10. The expense of giving 
away the fishlines was $37.57 and 
the cost of mailing the letters was 
about 9 cents each. The stores 


broke about even on their direct 
sales made through the letter and 
gift. However, as this publicity 
work advertised the stores and 
brought -in customers, it was re- 
garded as highly successful. 


Made Department Profitable 


Mr. Pekoc has made his fishing 
tackle departments profitable by 
carrying good stocks of poles, 
lines, wood minnows, nets, minnow 
pails and all the accessories used 
by fishermen so that a prospective 
purchaser of fishing equipment is 
sure to find in the Pekoc stores 
what he wants when he is plan- 
ning a fishing trip to Canadian 
waters or to other fishing resorts. 

A fine window display that was 
kept on exhibition three or four 
months during the past summer 
helped to attract customers. This 
included an aquarium built in the 
sub-floor of the window in which 
were swimming around a number 
of fish of various kinds. In the 
background fishing tackle was at- 
tractively exhibited. 














Cullum & Boren Co., Dallas, Texas, specialize in sport- 
ing goods and always devote one window to displaying sea- 
sonal lines. This company takes upon itself the obligation 
to develop interest in all sports and to see to it that there 
is ample opportunity for the enjoyment of all of them. In 
cooperation with newspapers and athletic organizations this 
firm has persuaded city authorities to maintain in good con- 


dition an increasing number of baseball diamonds, tennis 
courts, fishing pools, golf links and football grounds, and 
has checked up on the authorities to see that the work was 


done.’ Cullum & Boren Co. representatives promote athletic 
contests, help organize teams and clubs and officiate at all 
kinds of sporting activities—in other words, they do a com- 
plete job of merchandising sporting goods. 











HARDWARE AGE for MARCH 12, I931 


43 








By E. J. 


Every retail hardware 
merchant has to contend 
with the constant shift- 
ing of his customers, the 
removal of old ones and 
the inflow of new. The 
rapidity with which urban 
and suburban areas are 
being settled makes nec- 
essary some planned 
method of ‘getting at 
them first.” 


BOVE all mer- 
chants, the 
hard ware 
man re- 

quires a friendly atti- 
tude toward himself 
and his business 
among the people who 
are within trading 
distance and who 
compose his natural 
market. However 
much good will he al- . 
ready has achieved 
among the older resi- 
dents the constant in- 
flow of new prospects 
calls for sustained ef- 
fort to find them out 
and to establish that 
confidence which se- 
cures and holds them 
as customers from 
the very beginning. 


Locating the New Comer 


Quiet naturally, provision must be made for finding 
the new comers as soon as possible after their arrival 
on the scene. The methods of taking this initial step 
which have been useful to other retailers are several: 

(a) Bonuses for names of new comers supplied by 
your delivery people (if any). 

(b) Names secured through present customers, card 
forms being placed on counters for the purpose. 

(c) Names of new comers secured from nearby re- 
tailers in other lines, on the exchange basis. 

(d) Subscription to daily removal lists, available in 
most communities. 

(e) Names secured through frequent contacts with 
local realty agents who also can be influenced to 
recommend your store to new comers. 

(f) Names secured from present customers selling 
or renting their homes to new comers. 


The author of this ar- 
ticle presents some tried 
and satisfactory ways of. 
welcoming the new comer 
to your community and 

‘ to your store. 


WINNING THE I RADE 
OF THE New COMER 





CLARY 


It is surprising how many new names will trickle 
into the store if each and every one of the information 
channels are kept constantly open and active. 

The primary purpose of a system of locating and in- 
fluencing new comers is to “get at them first’”—before 
they have become settled in their shopping and buying 
habits. Hence the necessity for prompt action. 

The methods of approaching new comers in the trade 
are varied; all or any one of the approaches listed in 
the before mentionel investigation may be used. In 
brief, the most practical methods are: 

1. Telephone approach by the retailer in person. 

2. Personal call by the retailer’ in person. 

3. Personal contact by selected employee—during 

dull periods. 

4. Offer of credit (after previous careful checkup as 

to reliability). 

5. Personal letter from retailer himself, asking 

patronage. 

6. Offer of special inducement for a trial ef merchan- 

dise and service. 

7. Souvenirs of one kind and another. 


Friendly Approach Pays 


No matter what type of prospective customer may be 
the subject of solicitation, a friendly approach at the 
right time nearly always succeeds in getting patronage, 
immediately or as occasion demands. 

New comers feel strange in a new locality. They are 
apt to take to the dealer who first makes their acquain- 
tance by a courteous bid for business—where he shows 
a sincere interest in getting patronage and a real de- 
sire to be of service. 

Much of this new comer campaign work is unpro- 
ductive at the very beginning; but, in the end results 
are sure to come. Sooner or later what you have to 
offer will be needed and your store will be the first to 
occur to the prospect. 

In getting at new comers, it has been found of the 
utmost value to make reference to nearby present cus- 
tomers who would be willing to put in a good word for 
you. I have one letter sent out by a retailer who has 

(Continued on page 86) 
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| Hap TO SELL This SysTEM 





E have eight hard- 

ware stores, two in 

North Dakota and six 

in Montana, each one 
incorporated separately so that 
each one stands on its own feet. 
Each manager gets 10 per cent of 
the net profits with certain re- 
strictions besides owning up to 40 
per cent of the stock. They are 
all on contract and must abide by 
certain rules and_ regulations 
which we have studied and copied 
after the chain store—the J. C. 
Penney system—certain under- 
lying fundamentals which the re- 
tailer can adopt to good advantage 
in order to keep his expenses and 
margin under control. 


I traveled in 1911, ’12 and 713 as 
a salesman covering upper Michi- 
gan, Wisconsin, Minnesota, North 
Dakota and eastern Montana. I 
was struck with the fact that 





Have you nerve enough to 
mark up to 72% of your items 
with a 68% mark up? This 
and many 
told about in this article, from 
the convention talk of Gil 


Johnson, Williston, N. D. 


Mr. Johnson studied meth- 
ods of the J. C. Penney Co., 
and now eight stores in his 
state and Montana are profit- 
ing thereby. Read this article 


other things are 


for your own profit. 








most of the successful merchants 

were confining their purchases to 

one house, a fundamental which 

the chain stores have accepted in knowing that it can 
put across their brands in any locality they locate in 
and make money. The weakness in the independent 
retailers system is that he has been subject to all 
the temptations of buying—with the result that his 
efforts have been badly wasted. There has not been 
an individual born who knows the physical value of 
items in any line to exceed 20 per cent to 30 per cent 
of the entire line in hardware, from the time the ore 
is dug out of the ground to the finished product of 
the thousand and one items that are laid before us— 
as we do not have the technical training or labora- 
tories to corroborate what the salesman is presenting 
or trying to sell. Your hardware jobber performs this 
function with his trained buyers—same as the chain 
store buyers located at their main office, so that the 
managers of the chain stores are able to use their 
time to full advantage in selling goods—through ef- 
fective window and table display—plus consistent ad- 
vertising furnished them by skilled advertising men 
from their main office. 


We studied their advertising and noticed how con- 
sistent they were. We noticed that Penney did not 


fall for any of the advertising sharks like many inde- 
pendent dealers did—as their policy was dictated 
from New York, so they were not subject to the temp- 
tations of advertising—such as hotel registers—out- 
door thermometers—cigar lighters, etc., or high pres- 
sure advertising men working through the local news- 
paper or through the theater. In other words, waste 
advertising which affects your net profits. 


Harvard Business School made investigation twenty 
years ago and discovered that hardware retailers were 
not making money. First, on account of lack of suffi- 
cient capital, second, because they did not know how 
to mark up their goods so as to get sufficient margin. 


BUT ES 
HEY 


with most of us 
independent re- 
tailers is, that 
we think the 
public knows 
our prices as 
well as we do, 
from our  in- 
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voices, with the result that we sell on too close a 
margin—outside of the known competitive values. Most 
of us would be somewhat peeved if we received a ship- 
ment of 200 items without an invoice as we could not 
mark up 50 per cent of it based on what it is worth. 


One of the main reasons for chain store success is 
based on this weakness of ours. They found there 
are only 20 to 30 per cent known value prices in any 
line. The Government made an investigation in 1927 
in ten of our largest cities where competitive prices 
are the keenest and found that the chain stores sold 
20 per cent of their items at cost—8 per cent less 
than cost—and the balance showed a 68 per cent 
markup. 


In other words, the Government report went to 
show that the American public was paying more at 
chain stores than at live independent stores—not- 
withstanding the fact that many think otherwise. 
There was a good deal less markup as applied to 
chain groceries—the first two brackets held true. 
Show me any independent retailer who has nerve 
enough to mark up 72 per cent of his items with a 
68 per cent mark up. The Harvard Business School 
brought a system of retail pricing for improving the 
retailers’ profits—which we have tried to adopt for 
our stores—with some modifications, so that it has 
helped us wonderfully in getting sufficient margin. 
What is the usual procedure in the average hardware 
store in marking up goods? You usually unpack the 
goods, placing them on a table or ledge—-getting the 
invoice and proceed to mark it up, weighing each arti- 
cle by the hand as a rule and not knowing what the 
weight of the packing case—packing, freight and 
drayage amounts to. The heavier articles, such as 
nails, stoves, ranges, etc., you undoubtedly would look 
up, but on boxes of mixed hardware the average hard- 
ware man does not know the weight or the freight 
classification that it takes. I have seen examples, 
such as a shipment of fly covers, where the pack- 
ing case weighed five times as much as the goods, 
so that it has developed into a big leak with our pres- 
ent high freight rates. One of our weaknesses as re- 
tailers is, that we are raised in an atmosphere of 50 
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per cent being our extreme markup, so that we do not 
get sufficient margin on the items that should show 
us a good profit, to offset the known competitive prices 
that seek their own level, such as nails, staples, fenc- 
ing, barb wire, linseed oil, etc. 


Harvard Business School suggested using the dozen 
price—moving the decimal point to the left one point, 
which figures 20 per cent for freight and drayage, 
then adding roughly 33 1/3 to 50 per cent, whatever 
you are accustomed to, to arrive at your selling price. 
This system of arriving at sufficient retail price ap- 
plies to only table and shelf goods and not goods on 
the floor, such as stove, ranges, washing machines, 
etc., remembering at all times that good judgment 
must be used in connection with it. When you figure 
that hardware stores realize at the most 10 per cent 
on their sales and most of them 5 per cent, you can 
appreciate what an extra 10 per cent markup means 
in the way of net profits. The difference between 
selling an article at $1.10 instead of a dollar, means 
doubling your net profit on that item, as you have an 
investment in that particular item, plus taxes, insur- 
ance, rent, sales, expense, etc., so that a margin of 25 
per cent at least must be realized on your yearly 
sales, which is one of the weakest links in retailing to- 
day—plus the fact that your expenses must be 20 per 
cent or less. 


Ix studying the chain store methods as early as 
1920, we discovered this chain store formula of sell- 
ing 20 per cent to 30 per cent of their items at cost or 
under cost. We found that they sold at practically 
cost all their notions, such as hair pins, eyelets, 
thread, etc., which probably did not amount to $2,000 
or $3,000 worth of their yearly sales, white laundry 
soap they bought 100 cases at-a time from the local 
wholesale house; they did not sell it by the case, like 
most grocery men would; they took out six bars, dis- 
played it in the window and sold it at cost. They sell 
at cost or near cost such leaders as overalls, canvas 
gloves, ladies hose, ladies dresses, with other good 
leaders that appeal to the public, with one view in 
mind of getting the public’s confidence that they sell 
everything accordingly. They are outstanding in this 


: (From the address of 
3 Gil Johnson before the 
1 T AYED North Dakota Convention ) 
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respect that they have built up wonderful consumer 
confidence which their profits show without the use 
of the word “sales” or ‘“‘cut-price” in all their merchan- 
dise operations. 


They have a good trained organization. In their 
sales manual, which all their clerks must know, they 
suggest that when a customer remarks about the won- 
derful price such and such an article is, that the clerk 
is to reply that everything they sell in the store is on 
the same basis. A clerk is let out if he or she tries 
to sell a leader item, that the leader items are simply 
used to sell a better article on which they realize a 
better profit. For instance, a customer comes in for 
a 98c. pair of overalls, the clerk also shows him a bet- 
ter grade as to heavier weight denim, full size, rein- 
forced where the greatest strain is, etc., with the re- 
sult that they sell practically as many $1.49 overalls 
as the 98c. one. A 98c. pair of silk hose is a big 
leader with the girls and women, but a good pair is 
always suggested showing where a reinforced heel 
and toe at $1.39 is a much better value. Most of their 
items in ladies and gents furnishings show a hand- 
some markup. 


We also noticed that they did not worry about lost 
sales to the 10 per cent to 20 per cent class of people 
that wanted Florsheim shoes, Hart, Schafner & Marx 
suits, Manhattan shirts, Stetson hats and other well- 
known advertised brands, that they made more money 
putting across their own private brands, which are 
mostly unknown values, which convinced us that the 
independent retailer had been wrong for some time in 
trying to cater to 100 per cent demand of the commu- 
nity, that we were carrying too large a variety for 
proper turnover; that we did not have it under con- 
trol like they did. 


Human nature is the same all over; we feel that we 
can work out a system of our own, with the result 
that the turnover of hardware men in the United 








States is every seven years. We realized that J. C. 
Penney had certain underlying principles that were 
responsible for their success and that we could apply 
it to our business with good results in buying from 
one source, releasing our manager to sell instead of 
buying, selling leaders at cost, getting a good mark- 
up on unknown values, selling major items on instal- 
ment, displaying goods on open display tables, trying 
at all times to merchandise along modern lines. 


I HAD to sell this Penney system to my partners, 
who were to become managers of the stores as they 
had their money invested. I outlined the plan to 
them and asked them to have faith in its success for 
one year; if at the end of that time they had anything 
better to offer that I would be glad to consider it. 
Everyone of these managers at the end of the year 
have told me that this J. C. Penney Store plan has 
been real successful with them and that they would 
not go back to the old method of doing business. The 
success of any plan depends upon the initiative and 
organization of the men running the store, backed 
by your jobber. 


Our success would not have been attained except 
through the splendid cooperation given us by our 
jobber, the Marshall Wells Company, at Duluth. We 
did not ask for price concessions as we knew that buy- 
ing was not our problem. We have bought approxi- 
mately a million dollars’ worth from our jobber since 
we started, most of which was cash discounted. All 
we have asked for was selling plans, a store news 
with specials to build up consumer confidence, which 
to us has been of paramount importance. They fur- 
nished us gratis their advertising man, Mr. Pattison, 
who gave us wonderful help, the use of their printing 
plant at practically cost. They taught us to modern- 
ize our stores, trim up-to-date windows, to merchan- 
dise along modern lines. 


INDIA USES MORE 
ALUMINUM 


LUMINUM ware displayed in 

a Calcutta store includes many 
utensils unfamiliar to the Occident. 
Manufacture of aluminum utensils 
was introduced into India about 
1913 with the establishment of 
plants in Calcutta and Bombay. 
Certain factories today are equipped 
with modern machinery and oper- 
ated by men who learned the craft 
of metal spinning from their 
fathers, who worked with brass. 
Wages are much lower than in 
Western countries, a “mistri’ or 
skilled craftsman receiving 60 to 
90 rupees ($23.50 to $32.50) a 

month. 
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UCKELEW HARDWARE CO., 

Shreveport, La. gets a 
head start on the garden tool 
business by displaying these 
lines in the window two or 
three weeks prior to the gar- 
dening season. Every itém car- 

ries a visible price card. 





ESE displays are simple, well bal- 

anced and show a good complete 
assortment of equipment needed for. 
spring gardening. The artificial grass 
peps up the display and can also be 
used for showing sporting goods, lawn 
furniture, swings and outdoor toys. 
The upper window is average size and 

the lower a little smaller. 
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The TOY BUSINESS feeds right into the 
Sporting Goods Line, says Dowling 


D. L. DOWLING, proprie- 

tor of the Dowling Hard- 

ware Co., Danville, IIl., 

has several reasons for 
featuring toys in his store every 
day in the year. He explains that 
in selling toys to children, the next 
step is naturally to sell them sport- 
ing goods as they grow up. In Mr. 
Dowling’s own words: “The toy 
business feeds right into the sport- 
ing goods line. At the same time, 
it builds good will and of course, 
produces a very acceptable profit!” 


The Dowling toy department is 
the largest and most complete in 
that section of the State, occupying 
a space 20 x 60 feet on the second 
floor of the store where a room 
has been especially prepared and 
decorated for displaying toys. An 
electric elevator is provided for 
the convenience of toy customers. 
Special shelving and tables permit 
a wide variety of playthings to be 
shown in a very attractive manner. 
All fixtures in the toy department 
are painted gray with black trim- 
ming. 


Pleases the Children 


As the ceiling is high, the wall 
space above the shelving on either 
side of the room, has been made 
attractive to children by using 
large pictures of nursery subjects 
in panels at regular intervals which 
have been framed with molding. 
The pictures are of well chosen 
subjects which all children are fa- 
miliar with from reading fairy 


stories and similar children’s books. 


They were purchased from a wall 
paper supply house. For the finer 
type of playthings and such articles 
as expensive dolls, an electrically 
lighted, glass inclosed wall cabinet 
is used for display purposes. A 
large show window in the second 
floor toy department faces the 


street and is always used to good 
advantage for displaying the line. 

While the Dowling store is lo- 
cated in the center of the shopping 
district of Danville and is flanked 
by chain stores handling toys on 
all sides, this fact has not prevented 
the establishment from securing 
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more than its share of the existing 
toy business. One precaution has 
made this possible, according to 
Mr. Dowling, who has closely ad- 
hered to the policy of handling toys 
of the better type. It is a mistake, 
he says, for any hardware store to 
try to compete with chain stores by 
selling toys of the flimsy, frail and 
fragile kind. Even if the hardware 
store can compete with them and 
sell the same toys at the same 
prices and sell just as many as they 
sell, he believes it is poor business. 


This belief is based on the fact 
that the damage done to the store’s 
reputation by selling cheap, flimsy 
toys is so great that no farsighted 
hardware merchant should do it. 
He also emphasized that there is 
very little money being made by 
any store which concentrates on 
selling inexpensive toys. Little 
harm is done to the chain store’s 
reputation from the practice, he 
pointed out, because the public does 
not expect much from that type of 
store. Whereas if the toy was pur- 
chased in a hardware store they 
fee] that they have a right to ex- 
pect quality, no matter how in- 
expensive the toy might be. 


Better Toys Pay Best 


Mr. Dowling expressed the 
opinion that most hardware dealers 
when adding a line of toys to their 
stocks, make the mistake of pur- 
chasing “cheap stuff.” After a 
time, he said, they usually discover 
the error of their ways and start 
going into the better toys. The 
small cast iron toys, which have 
recently proved so popular, repre- 
sent about the least expensive toys 
carried by this store. The toys 
mentioned are miniatures of trucks, 
locomotives, tractors, motor cars, 
etc., and as they are practically un- 
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breakable and sell at a moderate 
price they enjoy a very active de- 
mand. 

In former years, the store sold 
large quantities of imported toys 
of the better grade. During the 
last few years almost all of the toys 
handled are American made. 
Seventy-five per cent of the toys 
carried are in demand the year 
around. While many dealers think 
of toys as being largely a holiday 
line, this store has so chosen its 
toy stock that but twenty-five per 
cent is classed as strictly Christmas 
merchandise. Good staple toys to 
sell under $5 are the kind that Mr. 
Dowling seeks and finds. 

In more prosperous times some 
toys retailing at $25 to $35 were 
always in fair demand. As a gen- 
eral rule, Mr. Dowling says that 
“wind-up” toys are not very satis- 


Easter Toy Opportunities Second 


factory, although there are a few 
exceptions in better grade toys of 
this type. Other good toys, worthy 
of pushing, in his estimation are 
educational toys of the construction 
or science type. Good grade elec- 
tric trains, puzzles, games, pull 
toys, ping-pong, dolls, doll furni- 
ture, and of course, wheel goods 
of every description. Many other 
lines closely related to toys, such 
as roller skates, enjoy a better de- 
mand when the store has a toy 
department as children acquire the 
habit of buying all of their play- 
things at the same place. Mr. Dowl- 
ing sees to it that children acquire 
this habit early in life as he makes 
an event of their birthdays. 

It has been a practice of the 
store to record the birthdays of 
all of the children in Danville and 
to send their parents a letter a 


Only to the Christmas Season 


HIS year Easter is cele- 
brated on Sunday, April 5. 
In most sections of the coun- 

try schools are closed Fri- 

day, March 29, and do not reopen 
until Monday, April 6. In some 
districts the spring vacation at 
this season is two weeks of dura- 
tion, permitting children attending 
out-of-town schools to return to 
their homes. The clothing store, 
candy shop and florist have for 
many years sold the public on buy- 
ing their wares at Easter. A new 
outfit of clothes, jelly bean candies, 
chocolate covered candy eggs, 
lilies, tulips 
and hyacinths 
have been al- 
most a neces- 
sary tradition 
to the proper 
observation of 
the Easter sea- 
son. The retail- 
ers handling 
these lines ad- 
vertise and dis- 
play their 
“special Easter 
goods,” con- 
centrating 
much of their 
effort to things 
that will be 


bought for the use or pleasure of 
the younger children. 

Second only to the Christmas sea- 
son in shopping interest, Easter 
offers the hardware merchant his 
second best chance for selling toys, 
as it is one of the three major gift 
periods of the year—the third be- 
ing birthdays. Like all other sell- 
ing opportunities, the Easter mar- 
ket must be developed with appro- 
priate advertising and displays. 
The accepted symbols of the season 
are baby chicks, bunnies, roosters 
and eggs of all sizes and colors. 
These should be utilized at least 
for the atmosphere effect in pro- 
moting Easter business. 

A window with live baby chicks 
will attract a great deal of atten- 
tion, particularly to the many chil- 
dren who will visit the shopping 
centers with their parents during 
the holiday season. The chicks as 
a center of eye appeal can be cen- 
tered in a display of miscellaneous 
small toys suitable as gifts. The 
latter should certainly include vari- 
ous sizes of stuffed bunny dolls 
which are now available in all 
price brackets. Even though the 
merchandise displayed for Easter 
gifts represents in the main the 
regular general line of playthings, 
there must be some expression of 


week in advance of the occasion. 
This letter calls attention to the 
child’s birthday a week hence and 
brings out what a happy birthday 
amounts to in the life of a child. 
It mentions the fond memories 
most adults cherish of their child- 
hood birthdays and discreetly calls 
attention to the large stock of toys 
carried by the store. 

The dates of the birthdays are 
obtained nearly every year by a 
party which the store sponsors, at 
which souvenirs, whistles, balloons, 
etc., are given the children attend- 
ing. As they receive their souvenir 
their birthday is ascertained. This 
list is then “culled” and names 
which are not worthwhile soliciting 
for birthday gift business are 
eliminated. Mr. Dowling found 
large hand-bills, distributed by 
carriers most effective. 


the particular 
season. Pack- 
ages of egg 
dyes help bring 
youngsters and 
their parents 
into the store, 
and are sold in 
good volume at 
ten and fifteen 
cents a packet. 
A small stock 
of candy eggs 
on sale at popu- 
lar prices and perhaps a limited as- 
sortment of the fancy decorated 
eggs and some Easter greeting 
cards would also help attract some 
stére traffic. The investment in 
these extras need not be large, and, 
of course, the actual margin on sales 
will be nominal. The entire effort 
must be considered very largely as 
a means of extra advertising for 
the store. 

Easter provides a fine time for 
hardware merchants to cooperate 
with clothing dealers and florists. 
They will both be making up spe- 
cial displays in their windows and 
normally will not handle dolls or 
toys suggesting Easter. Loan 
these fellows a couple of big bun- 
nies and some eggs for their dis- 
plays, in return for which you have 
in their windows a courtesy card 
stating that the rabbit dolls are 
loaned by the Blank Hardware Store. 
This practice is quite common with 
hardware dealers promoting golf 
goods by loaning them for sport 
clothes displays and would work 
equally as well at this season. 
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Bunting Hardware Co., 
Kansas City, Mo., begins 
in April to feature small 


OURISTS, tents, folding furniture, Season. Much of 
as a class, h t - oie the merchandise 
are excel- ‘UNC 3 ome, - dau it featured in win- 
lent pros- flashlights, knives, refrig- dow displays is 


pects for sporting 
goods. This fact is 
being clearly ex- 
emplified by the 
Bunting Hardware 
& Machinery Co., 
Kansas City, Mo. 
Influenced by the knowledge that 
people are traveling more exten- 
sively than ever in their own cars, 
this firm is catering to tourists’ 
needs in its sporting goods depart- 
ment. As might be surmised this 
policy has materially increased 
sales and profits. 


The store is located but a short 
block off a main traveled highway 
and conspicuous signs, strategical- 
ly and prominently placed, serve 
to direct tourists to the main en- 
trance. Sixteen feet of window 
space is used exclusively by this 
department and the displays are 
changed weekly, according to the 








erator baskets, axes, lan- 

terns, bathing suits, fishing 

tackle—everything for the 
camper and tourist. 


chosen for its 
“tourist” appeal. 

Beginning in 
April and continu- 
ing until the mid- 
dle of September, 
the firm features 
small tents; folding furniture, in- 
cluding chairs, cots, tables and 
stools; lunch sets in cases equipped 
with dishes and cutlery for four or 
six persons; skillets with folding 
handles; folding gasoline camp 
stoves; flashlights; knives; thermos 
bottles and jugs; refrigerator bas- 
kets; camp axes, lanterns; bathing 
suits and fishing tackle. Books on 
touring information and maps are 
also displayed. 


They Fit the Running Board 


All of the items enumerated fit 
into the trunk or on the running 
board of the ordinary car and are 
articles needed by pleasure bent 
tourists. While Kansas City has 
a very modern tourist camp right 
in the heart of the city, the firm 
finds that the majority of tourists 
prefer to have their own equip- 
ment and generally buy it to 
carry with them in their travels. 
It has also been the experience of 
the store that through the medium 
of suggestion many more items 
can be sold to the average cus- 
tomer than he came in to buy. 
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Bunting’s sporting goods depart- 
ment is on the first floor right in- 
side the door where it is handy for 
tourist customers. 


The store’s section of fishing 
tackle and fisherman’s supplies en- 
joys a long and active season due 
to the tourist trade. The estab- 
lishment is centrally located to re- 
ceive the patronage of tourists 
who are,en route for timely fish- 
ing in the Ozark region of Mis- 
souri and Minnesota and Canada. 
In the Ozarks the fishing season 
opens earlier than it does in the 
northern resort regions. Early 
displays are, therefore, the rule. 
Flies, reels, hooks, lines, bait 
boxes, minnow buckets, rods, 
poles, dip nets and artificial baits 
of many types are shown on open 
top tables so that the fisherman 
can get them in his hand. With 
a live-wire salesman, who really 
enjoys this sport himself, selling a 
complete outfit for the fisherman, 
becomes a fairly easy matter. 


It is the custom of the store to 
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tie up interior displays with win- 
dow displays and weekly adver- 
tisements which appear Friday to 
appeal to the Saturday week-end 
fisherman. Anglers patronizing 
the store are urged to bring in 
kodak pictures of themselves with 
the fish they have caught. These 
pictures are then posted where 
others could see them. This little 
human interest touch attracted a 
great deal of attention and was 
the means of bringing up fishing 
topics that were often concluded 
with a sale of tackle. 


In the general line of sporting 
goods, golf and tennis goods are 
very active. The tennis equipment 
carried is complete in every re- 
spect with racquets for the ama- 
teur as well as the professional. 
Balls, nets, markers and shoes are 
prominent items. In addition, a 
repair service for racquets is 
maintained. 


The store has realized that golf 
is fast becoming a woman’s game 
and is catering to them. The racks 
for displaying golf clubs are built 
along the wall making it easy to 
‘pick up the clubs they want to try 
out. In front of the golf club 
rack, a mat has been placed upon 
the floor and practice ‘balls are 
provided should the _ prospects 





wish to make a few practice 
strokes. Balls, bags and other 
golfing accessories are suitably 
displayed near the golf clubs. 


Athletic Goods, Too 


Athletic goods are by no means 
neglected and the store is pre- 
pared to take orders for suits in 
team lots for high school and 
junior colleges. A complete show- 
ing of track suits, shoes, football 
equipment, basket ball goods is 
displayed during the active sea- 
sons. 


So far as hunting is concerned, 
the store makes its greatest effort 
during the duck season which 
opens late in September. A week 
before the duck season opens an 
especially attractive hunting win- 
dow is installed. In one of these 
a dozen live prize winning Mallard 
and English Caller ducks served 





as the chief attraction. In a win- 
dow trimmed with hunting equip- 
ment a pen was constructed of 1- 
in. poultry netting and filled with 
sand. In this pen the ducks were 
placed and appeared very con- 
tented with their lot. The trim 
around the pen consisted of nat- 
ural foliage used as a background 
upon which guns, shells, hip-boots, 
caps, coats, pants and other hunt- 
ing supplies were displayed. A 
massive display on the interior of 
the store featured shotgun shells, 
decoys, duck calls, guns and gun 
cases. 


A very large space in the sport- 
ing goods department is devoted 
to a display of wheel goods shown 
on double-decked display tables. 
Bicycles, wagons, pedal cars, kid- 
die cars, scooters, velocipides and 
toy automobiles of many different 
types, sizes and colors on display 
and are in active demand at all 
seasons of the year. 


Actively developing the sport- 
ing goods demand among the gen- 
eral public, as well as with tour- 
ists, has proved a very profitable 
venture. In fact, Bunting’s sport- 
ing goods department now holds 
one of the three choice positions 
in the store. 


WHAT YOU EXPECT, YOU GET 


An anecdote of pioneer days which holds much find the folks around here just about the same.” 


wisdom for us today concerns two pioneer settlers 
pushing their way into the sparsely settled West. 
The first pulled up his team in front of a cabin and 
addressed an elderly man sitting on a stump and 
puffing contentedly a corn-cob pipe. 


“Hey, Old Timer, what kind of folks are there 
around these parts?” 


“What kind of folks were there where you came 
from?” countered the resident. 


“Why, they were the meanest, slickest, most un- 
pleasant people I ever saw.” 


“Well,” drawled the old pioneer, “I reckon you’ll 


A few weeks later another settler came along, asked 
a similar question, and was answered by the same 
counter interrogatory. He replied briskly, ‘““Why the 
folks around about where I came from were the salt 
of the earth, the finest, fairest and most helpful folks 
you could find anywhere. They were neighbors we 
just hated to leave.” 


“Well,” answered the local sage, “I reckon you’ll 
find the folks here just about the same.” 


To a large degree, we get from people just about 
what we expect from them. A negative attitude to- 
ward life brings correspondingly negative returns.— 
The Rotarian. 
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N Big Rapids, Mich., Judson’s 
Hardware has adopted the 
policy of going after the 
fishing tackle business before 

the season actually arrives. This 
firm has made an outstanding suc- 
cess of its sporting goods depart- 
ment and its annual business in 
fishing tackle is especially prof- 
itable. It is a well known fact 
that most anglers begin to think 
about going fishing long before 
the fishing season makes its ad- 
vent. Realizing this, Judson’s have 
taken steps to capitalize upon the 
early interest. 

In explaining how this is ac- 
complished W. C. Judson of the 
firm, in addressing the recent con- 
vention of the Michigan Hard- 
ware Association in Grand Rapids, 
said: “Planned selling with us 
consists of having all seasonable 
merchandise arrive as early as 
possible and then getting in touch 
with our prospective customers be- 
fore they are actually in need of 
the goods. This has worked out 
especially well in the cAse of fish- 
ing tackle. 


Order Placed in January 


“Our tackle is ordered so as to 
arrive immediately after the Jan. 
1 inventory is completed. Consid- 
erable time is spent in marking as 
many articles in this line as will 
stand a good mark-up, but on the 





other hand, some articles are used 
as leaders by our competition 
and we do not mark these on the 














non-competitive 


scale as 


same 
items. 

“After we have everything all 
set to our satisfaction, we start 
asking our customers by mail and 
also personally to step into our 
basement, where we are having a 
pre-season showing of tackle. A 
fisherman always likes to look at 
fishing tackle and quite often will 
find something that he needs, 
which is laid away for him until 
he wants to take it. 

“Before the season is actually 
underway we have sold a nice bit 
of fishing tackle and have avoided 
some of the usual, last-minute 
rush. When the fisherman comes 
in on the run ready to go fishing 
it is hard to show him a $50 rod. 
Instead he grabs a $10 rod and 
rushes out. 

“We also use this same idea in 





Judson Gets the Fishing Tackle Business 
By Making a Pre-Season Start 


roofing and building material 
lines. In fact there are a number 
of lines in a hardware stock that 
can be secured and shown in ad- 
vance of the season and an aggres- 
sive campaign carried on to inter- 
est prospects. 

“One of the big advantages that 
we see to this kind of planned sell- 
ing ahead of season is that it en- 
ables us to carry a smaller inven- 
tory. Our period for selling sea- 
sonable goods is extended so much 
that we have time in many in- 
stances to order the goods and re- 
ceive them after the customer has 
placed his order. It is seldom that 
the customer realizes that we did 
not have the necessary - require- 
ments in stock as the order is 
placed before the need for the 
article actually develops.” 


Others Have Done It 


Other hardware stores have held 
pre-season showings of sporting 
goods lines with similar good re- 
sults. It is often possible to ob- 
tain the names of fishermen and 
hunters who have applied for li- 
censes and this may be used as an 
excellent mailing list. Such a list 
can then be circularized with let- 
ters announcing the pre-showing. 
It is thereby possible to reach 
those who are Vitally interested in 
that particular line and are there- 
fore excellent prospects. 














USINESS men who have had slight accounting 
B experience will enjoy this story about Thomas 
Edison, related by his recent biographer, George S. 
Bryan. 

“For business routine,” says Bryan, “Edison never 
had a liking. In Newark, according to him, when first 
he was manufacturing stock-tickers, he jabbed bills 
receivable on the hook, -bills payable on another, and 
allowed all notes to go to protest. This delightfully 


simple method functioned, he says, to everybody’s sat- 
isfaction. But in a fatal moment he acquired a book- 


keeper. At the end of three months the bookkeeper 
reported a profit of $3,000. Edison celebrated this with 
a supper to some of the men. Two days later the book- 
keeper rendered a revised statement showing a loss of 
$500. This made the supper appear a bit premature 
—but only temporarily, for a revised statement pro- 
claimed a profit of more than $7,000.” 
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Chicago Hardware Executive Helps 
Make Better Future Citizens of 
School Children 


Commendable indeed is the mo- 
tive which prompted Rankin H. 
Roberts, manager of the Dealer’s 
Service Department, Hibbard, 
Spencer, Bartlett & Co., Chicago, 
Ill., to accept the post of chairman 
of the Chicago Association of 
Commerce’s committee, designated 
as the Chicago High School 
League Committee. Mr. Roberts, 
in addition to assisting hardware 
dealers to become better mer- 
chants, has found time to lend a 
helping hand to school children in 
making better future citizens of 
them. 

Probably the most important 
activity of the committee, accord- 
ing to an article which appeared 
in the January issue of Chicago 
Commerce, has been to sponsor an 
organization known as the Chicago 
High School Clean-Up League. 
The preamble to the constitution 
of this student organization reads 
as follows: ‘We, the students of 
the Chicago High Schools, in or- 
der to form a more perfect clean- 
up campaign, establish a record 
for our city, insure cleanliness, 
promote general welfare, and se- 
cure better living conditions for 
ourselves and our posterity, do 
ordain and establish this the con- 
stitution for the Chicago High 
School Clean-Up League.” 

In carrying out the aims set 
forth in the preamble of the con- 
stitution practically every prob- 
lem of citizenship from personal 
hygiene to clearing the rubbish 
from streets is tackled in a well- 
planned program. Homes are 
cleaned. Fire hazards are re- 
moved. New trees and shrubs are 
planted. Fences are repaired. 
Paint is used on unsightly struc- 
tures. In fact the plan stops at 
nothing which is physically pos- 
sible for the children to improve 
or correct. Some idea of the size 
of the campaign may be gained 
from the fact that there are 356 
public schools in Chicago, of 
which 24 are High Schools and 24 
are Junior High Schools, and 





506,849 children attend them. 

Chicago children are securing 
a new understanding of individ- 
ual responsibility and at the same 
time learn that in community work 
the individual citizen must actu- 
ally take a hand and do his or her 
part. From their membership in 
the organization they also grow 
to appreciate the value of organ- 
ized effort. 

A friendly spirit of rivalry is 
fostered by awarding prizes for 
various accomplishments. As a 


result every child is fighting for 
his room, or his school, or his 
group. While the satisfaction de- 
rived from doing a worthwhile job 
well is foremost in the minds of 
the children, an added interest re- 
sults from competing for the 
awards. 

Many hardware dealers, who as 
a rule are vitally interested in 
their communities and in the type 
of citizens who reside in them, 
could perform a meritorious ser- 
vice by emulating in some degree 
the example provided by Mr. Rob- 
erts’ participation in a plan simi- 
lar to that here outlined. Inciden- 
tally, such an effort has a stimu- 
lating effect on general business, 
which is a point worthy of par- 
ticular consideration, especially 
at the present time. 


Study New Lines and Watch Trends 


From the Convention Talk of 
C. H. Blanding, of Harvey, N. D. 


E often hear the re- 

mark that there is 

nothing new under the 

sun, but, still our sec- 
retary wants me to take this sub- 
ject of new lines, and if there is 
nothing new under the sun how 
am I going to make it interesting 
to you? 

It would seem to me that this 
subject puts us dealers into two 
classes, either we are progressive 
or conservative. Either we are 
up and coming or we are dead 
from the middle both ways. 

Are we up-to-date or out of 
style? 

Style in a hardware store is just 
as important as it is to the flap- 
per. Your lady customer must be 
made to feel you have the latest 
articles for her use in the home. 
Buy these articles, but in small 
enough quantities to meet your 
needs. Take for instance some of 
the catalogs of our Northwest job- 
bers and you will see to what 
lengths they go to secure new lines 
for our consideration, but each 
member must be governed in the 
selection of new lines to meet the 
needs and demands of his partic- 
ular customers as all communities 


are not alike, so study the situa- 
tion and buy accordingly. 

And what of the enamel ware 
situation? From the days of 1900 
when it was gray, white and two- 
tone green to the present lines 
when we have colors enough to 
satisfy the most discriminating 
individual. The bright colors had 
their fling and now we’re settled 
down to the ivory with green as 
standard in all stocks. But just 
as we are beginning to feel satis- 
fied with the ivory the manufac- 
turers get busy and bring out a 
line with floral decorations and I 
suppose we will be obliged to 
carry all the different flowers of 
the-seed catalogs. 

What are you people doing with 
your paint stocks? With the in- 
troduction of quick-drying lines it 
has certainly put a new angle on 
the paint demand. I can’t help 
but think we should watch our 
step and trim our stocks accord- 
ing to the trend of the new lines 
and to few lines and less colors. 

How about electrical goods? 
While this is not a new line it may 
be a new line to those who are 
just getting connection with some 

(Continued on page 85) 
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Two Pages of Planned Advertising 
To Bring You Prompt Results 
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Now Is the Time to 
Buy Your Screens 


Get your windows and doors screened early, for one fly now 
means hundreds later on. Protect your food. Prevent dis- 
comfort. Keep these pests out of 

your home. We have durable win-  ._ 
dow screens and screen doors in 
standard sizes—also screen wire for 
those who make their own screens. 
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Plant Now! 


for a Beautiful . 


Garden Later on 


Now is the time to secure your seeds, garden tools and fer- 
tilizers. Prices are most moderate. Note these special values 
listed below. 
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Two Pages of Planned Ad- 
vertising to Bring You 
Prompt Results 


Start your spring advertising 
now! Get your merchandise 
and displays lined up and then 
use these space-saving, business- 
bringing advertisements. 


Prosperity is on the way for the 
merchant who helps it. 
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This is the season for clean- 
up and paint-up, and nothing 
else makes things look 
brighter and fresher than a 
new coat of paint. All kinds 
of paints, varnishes, stains 
and brushes, too, to make a 
good job. 


(Items) 


STORE NAME 


‘ 
EPO Se 


co on PR On On On On On OR OO OO 


a a a 
Si a tt At Set Sat Sie Sie Sit Sie ie le tie ie te 





— 
cal 
> 





- 
-_ 
— 
- 
- 
- 
call 
- 
om 
- 
aval 
- 
- 
- 
~ 
Cal 
ae 


a 





Hi AUNT "ty 


How to Order 


If you have local stereotyping 
facilities, request the complete 
sets of mats ef all the adver- 
tising illustrations of these two 
pages, inclosins your check for 
$1.25. If you need mounted cuts 
order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge at 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more, 
figure the charge at 30c. for 
each cut ordered. Inclose check 
with order, please—this saves 
bookkeeping for small amounts. 
Send all orders to 7 


HARDWARE AGE 
ADVERTISING FEATURE 


239 West 39th St., 
New York City 
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Wash the 
Handy Way 


Our liberal deferred payment 
plan makes it easy for every 
household to own an electric 
washer. There is no better 
time to buy yours than now. 
Let us show you how you 
can do away with your wash 
day problems. No obligation 
on your part. 





(Price Here) 


STORE NAME 

























A Vacuum 


Sweeper for 


Housecleaning 


You’ll appreciate your vacu- 
um cleaner at spring clean- 
ing time. You will discover 
that your work has _ been 
greatly reduced—and a vacu- 
um cleaner lasts a_ great 
number of years. Let us 
show you the new improved 
features of (Brand Name) 
vacuum cleaners. 


(Price Here) 


STORE NAME 
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Another Direct-by-mail Government 


Post Card that Will Bring Results 


Try this government post card. Use the items you have in stock and 
hand this copy to your local printer. 








wl 





Saturday, March 00th is 


We selected from our various departments the very 
things needed right now and priced them at one 
dollar. 
SS as well as kitchen utensils for the house- 
wife. 


Quick heating alumi- 
num percolators in the 
popular six cup size. 
Special for tomorrow. 


DE 


OOO6EO® 
OODG. 


Included are specials for cleaning, painting, 


Here are two of them. 


Two Outstanding Values 





Console Sets 
Special $1.00 


Sparkling in color, 
these three piece con- 
sole sets are the smart- 
est in glassware. 


Percolators 
Special $1.00 
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Modernize 


Your Plumbing 


Do it now! Have that old-fashioned 
unsanitary plumbing replaced by new 
and up-to-date open plumbing. It will 
repay you in the increase of health 
and the saving of doctor’s bills. We 
do overhauling and refitting thor- 
oughly. Let us give you an estimate 


on replacing all that old plumbing with up-to-date fixtures. 


NAME PLATE AND ADDRESS 
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The cost is low for quick coverage. 
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F OR THE Man 
i the es 


Sales Step No. 3—Creating Desire to Own 


OME retail salesmen ‘still 
work on the theory that 
arousing a customer’s in- 


terest is the only thing nec- 


essary in making a sale. In other 
words, their sales talks are all 
based on interest, and are not so 
handled as to turn interest into 
desire to own. 


In a previous article I described 
the process of arousing the cus- 
tomer’s interest in a fishing reel, 
to the point where the reel was 
taken out for inspection. Up to 
this point, the customer has had 
no recognized intention of buying 
a reel. He is merely looking at 
fishing tackle, and is interested in 
what has been told him about cer- 
tain advantages of a certain kind 
of reel. 


Creating Desire to Own 


It is now up to the salesman 
to turn that interest into a desire 
to own the reel, and to make that 
desire strong enough to influence 
him to buy it. The first step is to 
take the reel carefully from the 
case, wipe it with a piece of plush 
or chamois, and hand it to the cus- 
tomer as you hand hand him an 
expensive piece of cut glass. This 
accomplishes two things: It im- 
presses him with the fact that you 
respect the value of the article, 
and at the same time it gets the 
reel into his hands, which tends to 
create in him a sense of owner- 
ship. Next should come the sell- 


ing arguments, with the customer 
making his own demonstration un- 
der your directions. 


One reason for so many lost 
sales is that the salesman thinks 
of his merchandise as something 
to sell—to get rid of. This is ex- 
actly opposite to the customer’s 
attitude. He views the merchan- 
dise as something to buy—some- 
thing from which he can derive 
pleasure, comfort or convenience. 
The salesman’s talk should there- 
fore be along lines that would in- 
fluence him to buy if he were the 
customer. 


The Sales Talk 


In the case of this special reel, 
the talk might run something like 
this: “Here is a reel that over- 
comes all the unpleasant features 
of casting and makes fishing a 
genuine pleasure. It is a beauti- 
fully finished, level winding reel, 
with a free spool, generated spiral 
tooth gears, highly polished steel 
pivots and adjustable front slid- 
ing drag. Notice the level wind- 
ing device. It is sand and water- 
proof and works only when reeling 
in the line. The line carrier auto- 
matically picks up the line at any 
point and winds it evenly on the 
spool. The anti back-lash feature 
consists of automatic thumbers, 
needing no adjustment, which are 
built within the reel and inclosed 
to free them from damage. These 
thumbers provide just the proper 


pressure for the speed of the reel, 
and that pressure is automatically 
reduced to nothing as the line 
slows down. It stops the instant 
your bait hits the water, absolute- 
ly preventing any troublesome 
back-lash,” etc. 


You will notice that such a talk 
tells the customer just what the 
article will do for him and ex- 
plains hgw and why it will do it. 
In the sale of a high-priced reel 
such as described, it might be a 
good policy to wind some line onto 
the reel, attach it to the rod and 
allow the customer to test the va- 
rious features. Such a course 
would furnish a lead for the later 
sale of a rod, line, baits, etc. 


A talk and demonstration of this 
kind will usually build up in the 
customer’s mind a desire to own 
the article, provided, of course, 
that it is an article he is inter- 
ested in and can use to advantage. 
The next step, therefore, is to turn 
that desire into action and close 
the sale. 


Next WEEK 


The article for the 
Man Behind the 
Counter will be the 
Fourth Step in 
Making a Sale— 
Closing the Sale. 


February Chain Store Sales of 
Twelve Systems Drop 9.9% 


Sales of the first twelve mail order 
and chain store systems to report for 
February aggregated $73,438,841, as 
compared with $81,547,272 for the 
same month of 1930, a decline of 9.9 
per cent. Sales for the first two 
months of the year for the same com- 
panies were $140,015,474, against 
$160,058,274 for January and Febru- 
ary, 1930, a drop of 12.5 per cent. 

Excluding the mail order houses 
the sales of nine chain store systems 
showed a gain of 1.7 per cent for 
February, and of 5 per cent for the 
two months. 
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Thirty-Eighth New England Convention 
Was One of the Best 





L. E. JACOBS 
New President 


ONDUCTED along thoroughly 
practical lines, and dealing 
with every day business prob- 
lems, the thirty-eighth annual 

convention of the New England Hard- 
ware Dealers Association, held in 
Boston, Feb. 25-27 inclusive, was one 
of the best in the history of that or- 
ganization. The highlights included 
talks by the leaders of three national 
hardware organizations—W. B. Allen, 
president, National Retail Hardware 
Association; George W. Wilson, presi- 
dent, National Hardware Association 
of the United States; Joseph E. Stone, 
president, American Hardware Manu- 
facturers Association, and an address 
by Frank A. Belden of the Edison 
Electric Illuminating Co. of Boston on 
“The Position of the Public Utilities 
in the Merchandising Field.” Mean- 
while the feature of the exhibit at 
Mechanics Hall was the model store 
presented through the cooperation of 
David Lupton Sons Co., Philadelphia, 
and the Bigelow & Dowse Company of 
Boston, 


The Opening Session 


The convention opened on Wednes- 
day, Feb. 25, with a luncheon session 
in Revere Hall. Russell M. Sanders, 
the efficient president of the associa- 
tion, called the meeting to order, and 
introduced National President W. B. 
Allen, Palo Alto, Cal., who talked on 
“The Job of Retailing.” He said in 
part: “Business men today are looking 
toward the future, realizing that the 
man who can plan, think ahead and 
study conditions is the one who will 
be successful.” Thoughts of greater 
values and better service are more 
necessary than ever before.” “If a 


R. M. SANDERS 
Retiring President 








GEO. A. FIEL 
Secretary 


dealer’s methods have not produced 
desired results, they must be unsound, 
and the responsibility rests with him.” 
He advised a careful supervision of 
services rendered the consumer and 
declared that installment selling is 
here to stay, although he would like 
to see it curbed, since it is overdone. 
The trend of the times, he said, is ef- 
ficiency, and the hardware business 
must fall in line, if it is to progress. 

George S. Wilson, Boston, president, 
National Hardware Association of the 
U. S., followed with a short talk on 
cooperation of the three factors in the 
hardware industry. He pictured 
hardware merchandising as a joint en- 
terprise in which success would come 
from joint effort. 


J. E. Stone’s Address 


Joseph E. Stone, president, Ameri- © 


can Hardware Manufacturers Associa- 
tion, spoke briefly on “Following 
Through.” He declared the word 
hardware is a misnomer today, and 
that a prize should be offered for a 
name more attractive to women cus- 
tomers. He likened business to golf, 
and advised dealers to keep their eyes 
on the ball and follow through. He 
advocated concentrated buying, ar- 
rangement of store for feminine ap- 
peal, and the converting into cash of 
all souvenirs of “bad buying.” 

The final speaker of the session was 
F. A. Belden of the Edison Electric 
Illuminating Co. of Boston, whose 
topic was “The Position of the Public 
Utility in the Merchandising Field.” 
His talk consisted largely of an out- 
line of the policies of his company in 
the merchandising of electrical appli- 
ances. This company maintains list 


prices and keeps its merchandise ac- 
counting separate from that of the 
regular utility. It permits no time 
payments on articles priced under 
$25, and charges interest on unpaid 
balances. 

The Thursday session centered 
around the subject of selling. Retail 
selling was discussed by Vice-Presi- 
dent Leslie E. Jacobs, Auburn, Me. In 
retail hardware stores the customer, 
he said, not only expects courtesy, , 
but also information as to whether or 
not the article desired will serve his 
purpose. Every year it becomes more 
and more necessary for the merchant 
to know his merchandise, he added. 
The only way to compete with other 
merchandise is to make the value of 
ours stand out above and beyond all 
others. This talk will appear in full 
in HARDWARE AGE in the near future. 

Joseph M. Kennedy, sales manager, 
Bigelow & Dowse Co., spoke on 
wholesale selling. He stressed the 
importance of adding new lines to re- 
place those which have gone, and par- 
ticularly referred to items of large 
unit sale and good profit. He also 
said that dealers must employ install- 
ment selling, as it is here to stay, and 
is profitable if properly conducted. 


Sargent on “Manufacturer 
Selling” 


The subject of “Manufacturer Sell- 
ing’”’ was handled by Murray Sargent, 
vicerpresident, Sargent & Co. He first 
outlined the individual functions of 
manufacturers, wholesalers and re- 
tailers, as well as the joint functions, 
declaring that the retailer is inter- 
ested in all. There should be coopera- 
tion, he said, and much of the re- 
sponsibility for such cooperation rests 
with the manufacturer. All factors in 
the trade, he added, have been absorb- 
ing too many losses from so-called 
services, many of which should be paid 
for by the recipients. Manufacturers, 
he said, have largely failed to educate 
the trade on the technical points of 
their merchandise. The hardware 
dealer is carrying many lines which: 
by no stretch of imagination can be 
called hardware, and they should be 
careful not to neglect hardware. 

Robert H. Russell, Holyoke, Mass., 
speaking on selling outside the store, 
advised dealers to ‘‘set the green light 
on sales at full speed ahead, but set 
the red light on expenses.” We can- 
not steal business from competitors, 
he said, but we can create new oppor- 
tunities for sales. In outside selling, 
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he advised dealers to send their best 
salesman. In most cases, he added, 
that is the Boss. Get leads from your 
men. Keep them interested and they 
will send you out to sell. 


Fred E, Carlisle, Springfield, Mass., 
spoke briefly on “Selling Inside the 
Store.” He stressed the need of the 
Boss being constantly on the job; of 
neat stores, modern equipment and a 
pleasant store atmosphere. He ad- 
vised the featuring of rapid moving 
items at special prices. We must give 
our customers bargains, he said— 
goods bought to sell at values better 
than ordinary. Other things he ad- 
vocated were: Cut expenses, educate 
sales people; get better systems on 
credit and collections; better advertis- 
ing; better service; more expert mark- 
ing of goods. 

The subject of installment selling 
was handled by Arthur Lamson, Marl- 
boro, Mass. He stressed the point 
that installment sales should be so 
made that in case of repossession no 
losses can occur. The difficulty with 
time payments, he said, has not been 
with the system itself, but because 
merchants in their anxiety to sell goods 
relaxed their vigilance in granting 
credit, and sold to poor credit risks, 
with too small down payment and in- 
stallments extending over too long 
periods. 

National President W. B. Allen 
summarized the session with an ad- 
dress entitled “Successful Sales Pro- 
motion Methods.” 

The buying problem was the theme 


for the Friday session, and was intro- 
duced by Vice-President W. H. McGaw, 
Cohasset, Mass. His talk was entitled 
“Determining Consumer’  Require- 
ments.” Among such requirements 
he listed immediate attention, time in- 
terest on the part of the dealer and in- 
formation. We have studied three 
types of customers, he said, and found 
that what is needed in each case is 
“a right state of mind.” This can be 
brought about through courtesy, in- 
terest, immediate attention and sug- 
gestion. Locality, he said, largely in- 
fluences the dealer’s buying. The con- 
sumer’s needs are also determined 
greatly by his locality; the leading 
interests of the community; the neigh- 
borhood; his tastes, ambitions, the age 
in which he lives, and the number of 
his own years. Other of his needs are 
determined by his state of mind. 


Attitude of the Consumer 


Chas. G. Taylor, Newport, Vt., 
spoke on “Understanding Caensumer 
Attitude.” A store, he said, is here 
to serve; when it ceases to serve it 
eeases to exist. The highest and best 
type of merchandising, he said, is to 
furnish what will give the greatest 
satisfaction and service for the price, 
as there is no profit in mere price 
competition. The selection of mer- 
chandise, he contended, is a problem 
for an expert. 

“Facing the Facts of Competition” 
was the subject of Harold Moore, 
Newton, Mass. He cited the loss of 
sales due to modern machinery, and 


advised a careful study of stocks and 
sales plans. Modernize your store to 
meet competition, he said; concentrate 
on sales and demand good service from 
the source of supply. 

William Thompson, Lowell, Mass., 
spoke on “Watching Trends.” Trends 
are thrust upon us, he said, and we 
must take advantage of them. Get the 
woods which are being sold, he ad- 
vised, and make money; develop a 
specialty business featuring goods 
which require service and selling. 

The final speaker was Frank Peter- 
son, Worcester, Mass., on the subject 
“Concentration and Cooperation.” The 
hardware dealer, he said, should be a 
leader—never a follower. He should 
concentrate on his buying and coop- 
erate with his wholesaler. He advo- 
cated: Prompt payment of bills; fair 
play in exclusive agency lines, and 
the training of salesmen to sell goods 
on a basis of knowledge of worth. 

Arthur Lamson summarized the ses- 
sion in a masterly manner. 

The convention closed with the reg- 
ular business session and the election 
of the following officers: President, 
L. E. Jacobs, Auburn, Me.; first vice- 
president, W. H. McGaw, Cohasset, 
Mass.; second vice-president, Harold 
Moore, Newton, Mass. 

Directors for three years—Charles 
Eastman, Falmouth, Mass.; Donald 
Whidden, Peabody, Mass.; Wm. 
Thompson, Lowell, Mass.; George J. 
Benware, Newport, Vt. 

Director for one year—H. S. Chad- 
bourne, Milford, Mass. 


Connecticut Association Holds 28th Annual 





H. S. HITCHCOCK 
Retiring President 


ORTY members were in at- 
tendance when President 
Henry S. Hitchcock, Wood- 
bury, called the first session of 


the twenty-eighth annual convention 
of the Connecticut Hardware Associa- 





CHAS. R. YOUNG 
New President 


Convention 





CHAS. FREEMAN 
Secretary 


tion to order on the afternoon of Feb. 
19. All business sessions, as well as 
the banquet given in connection with 
the two-day meeting, were held in the 
Hotel Taft, New Haven. 

After the reading and acceptance of 


the annual reports of association of- 
ficers, the members listened with in- 
tense interest to the following speak- 
ers: C. A. Curtis, sales engineer, New 
Haven Clock Co., New Haven, Conn., 
discussed “Merchandising and Its Re- 
lation to Jobber, Retailer and Manu- 
facturer.” He was followed by A. E. 
Weidner, New England manager Fed- 
eral Hardware & Implement Mutuals, 
who explained “Dividend Paying In- 
surance for the Hardware Man.” The 
concluding speaker at Thursday after- 
moon’s session was Fred Dawless, 
manager, Crucible Steel Co. The sub- 
ject of his address was “The Origin 
and Development of Selling.” 

At the banquet Thursday evening 
there were 48 members present and 35 
guests, including Nutmeggers, or a 
total attendance of 83. Music for the 
oecasion was provided by Syd Byer’s 
Hotel Taft orchestra. Carl Dipman, 
editor, Good Hardware, was the fea- 
tured speaker at the banquet and de- 
livered a most interesting and instruc- 
tive address. 

The morning session on the second 
day of the convention opened with 
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President Hitchcock in the chair. The 
meeting received a lively start after 
singing led by George Phelps. The 
meeting was then turned over to Vice- 
Presidents C. R. Young, Windsor 
Locks, and W. L. Thorpe, North Ha- 
ven. They eonducted a question box 
session which aroused a good deal 
of interest and in which many mem- 
bers participated. Many phases of 
the following subjects were discussed 
in a manner which elicited much val- 
uable information: The filing of cata- 
logs, the law prohibiting sales of am- 
munition to minors, laws relating to 
Sunday selling as applied to hardware 
items, dollar day sales, methods of 
paying salesmen, the manufacturer to 
jobber to retailer plan of distribution, 
schemes for preventing clerks from 
forgetting to charge merchandise, 
lines on which margin is inadequate, 
loss of tool business to itinerant dis- 
tributors, and many other similar 
problems which confront the hard- 
ware merchant. The forum discus- 
sion lasted until 12.30 and was fol- 
lowed by a Dutch treat lunch in the 
Palm Room .of the Hotel Taft, with 
49 present. 

The final business session Friday 
afternoon opened with a stirring ad- 
dress by W. B. Allen, president, Na- 
tional Retail Hardware Association, 
Palo Alto, Cal. “Practice What You 
Preach” was the subject. Mr. Allen 
advocated that dealers plan their 
work and then work their plan. He 
urged the adoption of modern busi- 
ness methods and pointed out the ad- 
vantages of making use of the various 
association helps. In emphasizing the 
value of utilizing new ideas that occur 
to merchants, he cited the case of the 


man who started the American Can 
Co. Mr. Allen related that this man 
came to California with only an idea, 
but he suceeeded in selling it to a 
banker who was willing to loan him 
$150,000, thus founding this great 
concern with no other asset than that 
of a good idea. 


The Traveling Man’s Viewpoint 


Leon Schwartz, sales representa- 
tive of the Paterson-Sargent Co., was 
the next speaker. His subject was 
“Stores as Seen Through the Eyes of 
the Traveling Man” and he related 
his observations and experiences 
which enable a salesman to judge a 
store by its interior appearance. 

Prof. Hubert Greaves, instructor in 
public speaking at Yale University, 
was the last speaker on the program 
at the final session. Professor Greaves 
delivered a splendid address, replete 
with humor, on “Approaching the 
Customer.” 

The follewing resolutions 
among those adopted: 

“Resolved, That the Connecticut 
Hardware Association, meeting in New 
Haven, Conn., Feb. 19 and 20, 1931, 
and representing the hardware mer- 
chants of Connecticut, urges the Pub- 
lic Service Commission of Connecti- 
cut to investigate the practices of 
public utility companies, to the end 
that the merchandising of appliances 
by such companies may be entirely 
segregated from the utility service 
functions, and that all expense of such 
merchandising operations, including 
store rentals, the cost of selling, in- 
stalling, servicing, advertising and 
other promotion expense, credits and 


were 


collections, and losses from reposses- 
sions and otherwise, be excluded from 
the costs considered in determining 
the rates charged for light, heat, 
power and kindred services.” 


“Resolved, That the Connecticut 
Hardware Association record its ap- 
proval of the bill now before Con- 
gress, known as the Capper-Kelly 
bill, pertaining to price maintenance 
en trade-marked merchandise.” 

“Resolved, That the Connecticut 
Hardware Association record a vote 
against any increase of the present 
rate on first-class mail; and a copy of 
this resolution be forwarded te our 
Senators and Congressmen at Wash- 
ington.” 


Electing Officers 


The following officers were elected 
for the ensuing year: President, 
Charles R. Young, Windsor Locks; 
first vice-president, W. L. Thorpe, 
North Haven; second vice-president, 
H. W. Seeley, Washington Depot; sec- 
retary, Charles F. Freeman, Bran- 
ford, and treasurer, H. W. Morse, 
Meriden. 

Directors chosen for one-year terms 
were: F. T. Blish, South Manchester; 
H. W. Marshall, Hartford; H. R. 
Burghoff, Wallingford, and Lewis G. 
Hamilton, Branford. Directors chosen 
for two-year terms were: M. W. 
Treat, Hartford; C. W. Harrison, Mil- 
ford; N. A. Daniels, Willimantic, and 
Donald Warner, New Haven. Direc- 
tors chosen for three-year terms were: 
J. H. Silliman, New Canaan; Gordon 
Marvin, New Haven; George Stewart, 
Thompsonville, and H. S. Hitchcock, 
Woodbury. 





Southern California Convention Established 
Attendance Record © 


N enthusiastic revival of interest 
in association activity marked 
the tenth annual convention 
of the Southern California Re- 


tail Hardware Association, which was 
held at the Shrine Civic Auditorium, 
Los Angeles, Feb. 24 to 26, inclusive. 
Under the energetic leadership of 





GEORGE W. GREEN 
New President 


J. V. GUILFOYLE 
Managing - Director 


E. L. HARTER 
Retiring President 


President Harter and Managing Di- 
rector Joseph V. Guilfoyle, the asso- 
ciation has been transformed from a 
comparatively small body to an up and 
coming organization with a member- 
ship of several hundred. 

Dealer attendance at the convention 
was approximately five hundred who 
came to attend the business sessions 
and to see the modern home show 
which was held under the auspices of 
the association. This exhibit and 
show was one of the largest ever held 
in the West, approximately one hun- 
dred manufacturers and jobbers being 
represented. Sessions of the conven- 
tion were held from 9 to 12 noon, and 
2 to 5 p. m. on each of the three days. 
Each evening the modern home show 
and exhibit was open to dealers and 
the public. Large crowds filled the 
auditorium every evening during the 
three days. 

“Teamwork in Hardware Distribu- 
tion” was the convention theme. The 
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session theme on the morning of the 
first day was “The Merchandising 
Job.” Following the opening cere- 
monies, President Harter delivered his 
message, “The Necessity for Better 
Merchandising.” 

Three speakers handled the sub- 
topic of “Studying the Job.” First, 
Carl Messman, vice-president and 
treasurer of the association, spoke on 
“The Job of Retailing,” representing 
the retailers; next Shannon Crandall 
spoke on “The Jobber’s Part,” repre- 
senting the jobbers, and finally, Os- 
good Murdock, editor of Hardware 
World and Implement Record, deliv- 
ered an interesting address entitled 
“Following Through.” Although a 
journalist, Mr. Murdock made the 
program consistent by speaking from 
the manufacturers’ angle. 

These pertinent addresses were fol- 
lowed by a forum,discussion on study 
of the customer and his needs, study 
of new lines, study of merchandising 
methods and study of competition. 


Management’s Obligation 


The introduction of the session sub- 
ject in the afternoon was made by 
Vice-President George W. Green. This 
was followed by a masterly key ad- 
dress, “Management’s Obligation to 
Control,” by E. H. McGinnis. Stock 
control, business control and efficient 
management were stressed by Mr. 
McGinnis as the answer to the re- 
tailer’s problems. He stressed that 
the hardware retailer of today has the 
hardest merchandising job on earth 
and that he can only survive by 
adopting modern methods, by able 
management and business control. 


This talk was followed by an ad- 
dress on “Analyzing Insurance” by 
L. W. Scellars, and a report of field 
secretary and association service by 
J. J. Cragg, field secretary of the 
Southern California Hardware Asso- 
ciation. C. E. Lehmer and Geo. W. 
Green then delivered addresses on 


A Group of Members Who Attended Southern 


“Management” and “Use of Control 
Systems,” respectively. The sum- 
marizing address for the day’s session 
was made by Paul J. Stokes of the 
National Retail Hardware Associa- 
tion. This talk, entitled “The Man in 
Management,” emphasized the perti- 
nent points from the addresses of the 
day. 


The Business of Selling 


On Wednesday, Feb. 25, the session 
theme was “The Business of Selling.” 
President Harter again made the 
opening talk introducing the subject. 
The first address, “Making Advertis- 
ing Pay,” was made by J. P. Lord, as- 
sociate editor, Hardware World. In 
a homespun talk that got down to 
essentials and to the hardware dealer’s 
particular advertising problems, Mr. 
Lord touched upon all the phases of 
advertising that pertain to the retail 
hardware business. 

Sam L. Worswick, sales lecturer, 
made the key address of, the morning 
session. In his inimitable style, Mr. 
Worswick developed the subject of the 
“Psychology of Selling,” from the ap- 
proach to closing the sale. He stressed 
the importance of the final contact 
with the customer that is made by the 
salesman behind the counter. 

Howard S. McKay, sales manager of 
Foster & Kleiser, made the closing 
address of this session. Taking as his 
subject “Are You Sales Minded?” Mr. 
McKay stressed the fickleness of the 
public mind and pointed out that in- 
tensive thinking and planning on the 
part of the merchant is essential if 
the independent retail merchant is to 
compete successfully with the many 
forms of present day competition. 

“Independent Dealers’ Cooperation” 
was the afternoon session theme. The 
address of Geo. H. Eberhard, often 
called “the Babson of the, West,” was 
one of the highlights of the entire 
convention. “1931 will be a good year 
for good business men,” Mr. Eberhard 
said. 





Following this outstanding address, 
Managing Director J. V. Guilfoyle in- 
troduced the session subject. Then 
taking as his subject “Proper Man- 
agement Points the Way,” Howard 
Meyer delivered one of the most inter- 
esting talks of the convention by 
frankly outlining the methods that 
have proved successful in the busi- 
ness he-heads. 


Facing Competition 


“Facing Competition” was the sub- 
ject of the address which was given 
by B. J. Badham. Mr. Badham 
stressed the necessity of jobber and 
retailer cooperation to meet the con- 
ditions of today. Drawing an inter- 
esting analogy between hardware dis- 
tribution and golf, the speaker made 
it clear that the three links in the 
chain—manufacturer, jobber and re- 
tailer—must cooperate more _ inten- 
sively than ever before to survive un- 
der modern conditions. 

Managing Director Guilfoyle then 
made an interesting address, bringing 
out the point that independent deal- 
ers, on the one hand, and chains and 
mail order houses on the other, are en- 
gaged in a war for supremacy. 

Paul J. Stokes then made the sum- 
marizing address of the day, “Suc- 
cessful Sales Promotion Methods.” In 
the course of his talk, Mr. Stokes 
said the day’s program was one of the 
finest he had ever heard at any con- 
vention. 

Changing the order of procedure 
somewhat, the morning session on the 
last day was opened by a dealer dis- 
cussion on buying, in line with the 
session themg of “The Problem of 
Buying.” Several dealers made im- 
promptu talks outlining their experi- 
ences. Both of the principal addresses 
of the morning were also made by 
dealers. C.:°E. Lehmer spoke on 
“Buying to Sell.” Ray Harthorn 
spoke on “Branch Store Control.” 

These addresses were summarized 
by Paul J. Stokes of the National As- 
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Retail Hardware Association Convention 


sociation, his subject being “‘Analyze- 
Economize-Realize.” 


Thursday’s Session 


In opening the last session on 
Thursday afternoon, Managing Di- 
rector Guilfoyle announced the pub- 
lication of a code of ethics of the 
Southern California Association, urg- 
ing each dealer to secure a copy be- 
fore leaving. This was followed by 
the report of the resolutions commit- 
tee. Several pieces of State legisla- 
tion were disapproved by the assem- 
bly and the managing director was in- 
structed to take proper action. It was 
then moved and carried that the man- 
aging director and secretary combine 
with his former duties those of treas- 
urer. 

Competition of public utilities was 
then discussed from the floor. The 


discussion brought out the fact that 
the public utility companies in south- 
ern California have manifested a dis- 
position to cooperate with independent 
dealers by selling merchandise at a 
price which dealers can meet. It was 
therefore moved and carried that a 
resolution asking the power companies 
to cooperate by selling at prices that 
can be met by the dealer be sent 
these companies. 

President Harter next made his 
final report for the year. 

Morgan Keaton, recent State legis- 
lator, and president of the Association 
of Independent Merchants in Califor- 
nia, delivered the principal address of 
the afternoon, “When Will the Giant 
Awake?” Mr. Keaton reiterated the 
points stressed by Mr. Guilfoyle on 
the previous day, by pointing out that 
a state of economic war exists be- 
tween the independent merchants and 





the chain and mail order houses. 

J. A. H. Kerr, president of the Los 
Angeles Chamber of Commerce, deliv- 
ered the final address. This was an 
inspirational talk of a general 
nature. 

The report of the nominating com- 
mittee named Geo. W. Green of Long 
Beach as president for the new year. 
T. M. George of Santa Barbara was 
named as first vice-president, and Geo. 
Noonan of Santa Monica as second 
vice-president. 

Social events in connection with the 
convention included the _ entertain- 
ment of the officers of the association 
and guests by the Pot and Kettle Club 
at the Commercial Club on Feb. 24 at 
noon, and the annual banquet, enter- 
tainment and dance at the Alexandria 
Hotel. This was an enjoyable affair, 
culminating as it did three days of in- 
tense and profitable activity. 


Virginia Association Holds Twelfth 


Annual Convention 


EMBERS of the Virginia Re- 
tail Hardware Association 
gathered in Richmond on 
Feb. 24, 25 and 26 for the 

twelfth annual convention of the or- 
ganization. The Jefferson Hote] 
served as headquarters and the meet- 
ing was well attended. In addition to 
members, some North Carolina mer- 
chants were visitors. Then to make 
up a still larger gathering there were 
jobbers’ and manufacturers’ salesmen 
and associate members. 

Instead of the first session conven- 
ing in the morning, as has formerly 
been the custom, it opened in the 
afternoon this year. After the regu- 
lar opening ceremonies were con- 
cluded, F. Hamilton Vass, Danville, 
president of the association, delivered 
his opening address on “The Necessity 





F. HAMILTON VASS 
Retiring President 


J. T. HOWARD 
New President 


THOS. B. HOWELL 


Secretary-Treasurer 


|. ae | 














62 


HARDWARE AGE for MARCH 12, 1931 





of Better Merchandising.” Mr. Vass 
urged dealer members to face the 
future with an optimistic attitude 
and expressed the belief that the 
hardware trade is headed for better 
times. He admonished his listeners to 
forge ahead, saying: “You cannot hold 
your place in life by standing still. 
To be satisfied with your enviable 
place in the business world means to 
lose it. To strive for greater heights 
means to keep it.” 


The Merchandising Job 


With “The Merchandising Job” as 
the session theme, J. H. Luster, 
Blacksburg, introduced as the first 
subjeet of diseussion: “The Study of 
the Retailing Job.” The three func- 
tions of the retailer, he declared, 
were: Management, Buying and Sell- 
ing. He reviewed the history of mer- 
chandising since the war, pointing out 
the effect of the intensive effort re- 
sulting from the war and its influence 
on mass production. 

George E. Hall, Minneapolis, as the 
next speaker, said that the aim of the 
manufacturer, jobber and retailer, 
should be to get the merchandise in 
the hands of the consumer in the most 
efficient manner possible. He advo- 
cated that jobbers assist retailers in 
adopting better selling methods. 

An open forum discussion followed 
and was led by A. D. Starling, Dan- 
ville, assisted by George T. Omohun- 
dro, Jr., Scottsville. In a summarizing 
address, which concluded this session, 
Paul M. Mulliken, Elgin, Ill., manag- 
ing director, Illinois Retail Hardware 
Association, emphasized the progress 
in merchandising methods. He stated 
that the current period of business 
lethargy has aroused independent re- 
tailers to greater efficiency. He de- 
clared that service to the consumer 
should be the merchant’s goal. 


Retail Hardware Management 


The theme for Wednesday morn- 
ing’s session, “Retail Hardware Man- 
agement,” was introduced by Presi- 
dent Vass. The key address which 
followed was delivered by W. T. Kelly, 
Pickett Hardware Co., Warren, Pa., a 
native of Alabama, and a former 
merchant of Greensboro, N. C. Mr. 
Kelly declared that the most impor- 
tant factor in merchandising is per- 
sonnel. Management serves to point 
the way, he said, but good salesmen 
on the store force make business good, 
while employees like to work for an 
employer that treats them right. Suc- 
cessful management requires a co- 
ordination of men and methods com- 
bined with merchandise, he declared. 

W. N. Neff, Abingdon, past presi- 
dent of the association, then led an 
open discussion, which centered upon 
business control. He was assisted by 
George C. Ramsey, Front Royal. Fol- 
lowing the discussion, Philip R. Jacob- 
son, national field secretary, spoke of 


association control services and ex- 
pressed the view that, from his ob- 
servations, retail hardware stores in 
Virginia had withstood the depression 
better than in most other States. 
Thos. B. Howell, Richmond, secretary- 
treasurer of the association, declared 
that a crying need exists for young 
blood in the hardware business in 
Virginia. He said that if merchants 
were as careful about the character of 
their personnel as they are about the 
quality of their goods that their prob- 
lem might be more easily solved. 

The theme introduced at the 
Wednesday afternoon session was 
“The Business of Selling.” The key 
address on the topic “Are You Sales 
Minded?” was. delivered by Philip R. 
Jacobson, national field secretary. In 
his address he stressed many points 
and suggestions that gave the dealers 
much to think about, even after re- 
turning to their stores. J. T. Howard, 
Bristol, stated that the greatest suc- 
cess in selling can come from tying 
up with national advertising. I. C. 
Choate, Marion, described good will 


as the merchant’s greatest asset. The { 


importance of training sales people 
was emphasized by Thos. B. Howell, 
Richmond. 


Installment Selling 


In discussing installment selling, B. 
Flournoy Tillar, Emporia, expressed 
the opinion that it is important for 
merchants to keep pace with present 
day selling methods by using the in- 
stallment sales plan. He declared that 
there are many articles that would 
not be sold to the average household 
if it were not for the installment sys- 
tem. Arthur Abrams, Hopewell, 
spoke on “Selling Through Display” 
and “Use of Talking Signs.” His re- 
marks were based upon his own ex- 
periences and he advocated carrying 
both high quality and competitive 
goods in order to meet competition. 
When a customer talks price he shows 
them the difference and displays both 
grades next to each other so that the 
customer can make his own compari- 
sons. Relative to talking signs, he 
emphasized the importance of having 
the sign tell something about the mer- 
chandise in addition to setting forth 
the price. Such signs, he declared, 
act as silent salesmen. 

Philip R. Jacobson then gave a 
demonstration of modern display sell- 
ing. His talk was illustrated with a 
moving picture which depicted how‘an 
old store had been modernized at a 
moderate cost. The summarizing ad- 
dress was again made by Paul M. 
Mulliken. He discussed successful 
sales promotion methods, and out- 
lined how the association was prepared 
to assist merchants with their prob- 
lems. His address was replete with 
good ideas and suggestions. 

At the Thursday morning session, 
after the session theme, “The Problem 
of Buying,” had been introduced by 


President Vass, the key address was 
delivered by Horace P. Aikman, Caze- 
novia, N. Y. Mr. Aikman brought out 
many important points bearing on the 
problem of buying and made many 
helpful purchasing suggestions. 

In forum discussions which fol- 
lowed, C. W. Cleaton, La Crosse, 
spoke on the different phases of the 
attitude of consumers. John F. Small, 
Norfolk, discussed “Preventing Outs— 
Eliminating Slow Movers and Speed- 
ing Up Turnover Through Stock Con- 
trol.” R..L. Gibson, Covington, talked 
on facing the facts through watching 
trends, searching for price and con- 
centrated buying. 

The discussions brought the final 
session of the convention to a close. 

The following officers were chosen 
for the ensuing year: President, J. T. 
Howard, Bristol; vice-president, H. A. 
Pleasants, Richmond; secretary-treas- 
urer, Thomas B. Howell, Richmond; 
assistant secretary, Robin A. Frayser, 
Richmond, and chief counsel, J. J. 
Wicker, Jr., Richmond. 

The executice committee is com- 
posed of the following members: J. 
H. Luster, Blacksburg; C. C. Pearson, 
Warrenton; George C. Ramsey, Front 
Royal; B. F. Tillar, Emporia; W. W. 
Ware, Orange, and J. R. Orgain, Al- 
berta. Members of the advisory board 
are: H. Hamilton, Vass, Danville; W. 
N. Neff, Abingdon, and John F. Small, 
Norfolk. 

On Tuesday evening a smoker and 
entertainment from seven to ten 
proved a most enjoyable affair. On 
Wednesday evening a banquet was 
held, which was followed by an enter- 
tainment and dancing. Everyone 
present expressed themselves as hav- 
ing a great time at the social occa- 


sion. 





Twenty-T wo 


Whether you’re selling derricks, 
cocoanut oil or insurance, there are 
certain reasons why your customers 
buy. These reasons number twenty- 
two, and you can’t get away from 
them. Here they are, and we chal- 
lenge you to dig up any more: 


To make money. 
To escape physical pain. 
Avoid effort. 

Praise. 

Side-step trouble. 
Attract the opposite sex. 
. Be popular. ; 

. Conserve possessions. 

9. Enjoyment. 

10. Gratify curiosity. 

11. Good opinion of others. 
12. Beautiful possessions. 
13. Protect the family. 

14. Be in style. 

15. Appetite appeal. 

16. Emulate persons above. 
17. Safety in buying. 

18. Cleanliness. 

19. Comfort. 

20. Health. 

21. Escape criticism. 

22. Save time. 


Every piece of advertising ever 
written is based on some of these ap- 
peals.—Impressions. 
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DAN E. BILLMAN HEADS 
MINNEAPOLIS ASS’N 

At the annual meeting of the 
Minneapolis Retail Hardware 
Association, Dan E. Billman, 
Billman Hardware Co., was 
elected president. L. R. Ellis, 
Chicago Hardware Co., is vice- 
president. Hans F. Aude was 
re-elected as executive secre- 
tary, and E. N. Johnson, Oster 
Hardware Co., was re-elected 
treasurer. 

Carl Settergren is the -new 
member elected to the board of 
directors. Other members of 
the board are E. T.. Nagell, 
Nagell Hardware Co.; H. M. 
Gardner. Gardner Hardware 
Co., and Mr. Ellis. 


RAYMOND FOSTER WILL |’ 


REPRESENT PIKE IN 
THE SOUTH 
Raymond F. Foster, former- 
ly assistant sales manager ‘of 
the Pike Mfg. Co, Pike, 
mM, Pie taken over the 


has 





RAYMOND F. FOSTER 


southern territory for that com- 
pany and will probably make 


his headquarters at Atlanta, 
Ga. He succeeds Harry W. 
Busler, who has covered the 


South for some years, but was 
recently promoted. 


Mr. Foster has had consid- 
erable ‘selling experience. He 
has much information and 


knowledge about the Pike line. 
His father, Fred S. Foster, has 











superintended the Pike stone in- 
terests in Vermont for many 
years. 


McLAUGHLIN AGENT FOR 
FAIRMOUNT IN EAST 
Louis J. McLaughlin has 

been appointed sales representa- 

tive for the eastern section of 
the United States by the Fair- 
mount Tool & Forging Co., 

Cleveland, Ohio. Mr. Mc- 

Laughlin was formerly with the 

Cleveland Wheelbarrow Co. 

and has quite a wide acquain- 

tance in the hardware jobbing 
trade, having acted as field 
sales manager for the wheel- 
barrow company, whose sales 
were handled through John H. 
Graham & Co., New York City. 





PASHA CONVENTION IS 
DISCUSSED BY DEALERS 
IN PITTSURGH ASS’N 





Discussion of the recent con- 
vention of the Pennsylvania and 
Atlantic Seaboard Hardware 
Association was carried on at 
a meeting of the Pittsburgh 
Retail Hardware Dealers’ As- 
sociation on Feb. 27. Several 
members of the local assocation 
had attended and were unani- 
mous in praising the exhibits 
and the program. The current 
business situation was also dis- 
cussed informally at the meet- 
ing, and most of the members 
were able to report a slight im- 





LOUIS J. McLAUGHLIN 





will be held at the Hotel Roose- 
| velt, Pittsburgh, Pa., on March 
27, 1931. 


Plattsburgh, N. Y., have taken 
on 
would 
send catalogs and price lists to 
them, to make the catalog files 





provement in their sales in re- 
cent weeks. 





Gillis Heads New England Associates 


The New England Hardware | ing bag by the members of the 
association. 


Associates under the leadership 
of president, Eben W. Smith, 
were much in evidence at the 
convention of the New England | 
Retail Hardware 
As usual, their stag night party | 


Association. | 


Mass., with William G. McIn- | 
tyre chairman in charge. A six- | 


The next meeting | up to date. 


ganization held its 
nual 
| following officers 
1 8 
Gillis, American Steel & Wire 
was one of the features of the | Co: 
convention period. It was staged Pingree, National-Boston 
at the Hotel Bradford, Boston, | Co., 
mour, National-Boston Lead Co. 
Directors are: William F. 
course dinner was served, after | nard, 


SPEAR BROS. WANT 
HARDWARE CATALOGS 


Spear Bros., 26 Bridge St., 
firm 
to 


lines. The 
manufacturers 


hardware 
like 





27, the or- | 
regular an- 
elected the | 
for the en- | 


John J. | 


On Friday, Feb. 
meeting and 


wing year: President, 


vice-president, John E. 
Lead | 
and secretary, Fred Ar- | 





3ar- 


ars 


Carpenter-Morton 


which there was -entertainment | chairman; G. Sumner Wilson, 


views—one with white perform- 


Whitten, 


Wadsworth & How- 


ers exclusively, and the other | land Co.; C. A. Palmer, Palmer 


| 
a-plenty in the form of two re- | Decatur & Hopkins Co.; C. P. | 
| 


with an all-colored cast. 


Dur- | Clay Products Co.; Elmer W. 


ing the program retiring presi- | Stevens, Hardway Agency Co, | 


dent Eben W. Smith was pre- 
sented with a beautiful travel- 


win-Williams Co. | 
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Cc. A. IRELAND JOINS 
POWELL HARDWARE CO. 

C. A. Ireland, past president, 
N. R. H. A., has joined the 
Powell Hardware Co., Ionia, 
Mich., as a partner. The firm 
name has been changed back to 
Ireland Hardware Co., the name 
it had operated under prior to 
Mr. Ireland’s retirement in 1929. 
Mr. Ireland entered the auto- 
mobile sales business, in 1929, 
selling his share in the business 


to Nelson M. Powell. Mr. Ire- 
land will manage the store, 
while Mr. Powell will devote 


his efforts to -sales. 





CORBY CELEBRATED HIS 
SEVENTIETH BIRTHDAY 

George F. Corby celebrated 
his seventieth birthday on 
Thursday, Jan. 29, by attending 
the annual Metropolitan Hard- 





* GEORGE F. CORBY 


ware Banquet with his associ- 
ates from Yale & Towne Mfg. 
Co., Stamford, | Conn. Mr. 
Corby has represented Yale for 
forty years in the northern New 


| Jersey territory. 





ALEX. HEYBURN, BUYER 
FOR BELKNAP CUTLERY, 
SPORTING GOODS DEPT. 

Alex. Heyburn has been ap- 
pointed buyer of cutlery: and 
sporting goods for Belknap 
Hardware & Mfg. Co., Louis- 
ville, Ky., succeeding A. C. 
Cowan, resigned. Mr. Heyburn 
is the son of William Heyburn, 
for many years president of the 


and H. B. Enright, The Sher-!| firm and now chairman of the 


board. 
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SPRING GIFT, ART SHOW 
IS HELD IN NEW YORK 


More than 1300 gift and art- 
ware buyers and retailers at- 
tended the annual spring show 
held by the National Gift & Art 
Association at the Hotel Penn- 
sylvania, New York City, Feb. 
22-27. The keynote of. this 
year’s spring show seemed to be 
new lines. Pre-Easter season 
merchandise was featured in at- 
tractive surroundings on an en- 
tire floor of the hotel. 

Manufacturers and importers 
have cooperated with the re- 
tailer at the show, realizing the 
fact that the dealers are the 
real channels which must be 
used to represent and present 
their merchandise to the consu- 
mer. Many new exhibitors ap- 
peared at the show who have 
never been seen in the national 
association’s ranks _ before. 
Practically all of these exhib- 
itors will appear again at the 
national fall shows, when an 
even greater volume of business 
is expected to materialize in an- 
ticipation of the holiday buying 
season, according to the associa- 
ton. 


BRENNAN ADDRESSES 
HARDWARE BOOSTERS 


George Brennan addressed 
the meeting of the Hardware 
Boosters, held Feb. 28 at: the 
Hardware Club, New York 
City. Mr. Brennan is a miem- 
ber of Brennan, Flamman & 
Simpson, lawyers, counsel: for 
Brooklyn Hardware Associa- 
tion, counsel for Hardware Mu- 
tual Insurance Co. and a for- 
mer member of the New. York 
State Legislature. 

In his address, Mr. Brennan 
told of things a salesman should 
know about the legal side of 
sales. How laws are made and 
the operations of the State leg- 
islature were points covered in 
his address. Legal matters he 
had handled were discussed by 
the speaker as well as many 
questions asked by the mem- 
bers of the Boosters. 

The meeting was presided 
over by the president, C. J. 
Heale, Harpware AGE, who 
introduced Mr. Brennan. H. R. 
Conner, secretary, gave his re- 
port on the previous meeting. 
Committee chairmen gave their 
reports. 


STANDART DISCONTINUES 
HEAVY HARDWARE LINES 


Standart Bros. Hardware 
Corp., Detroit, Mich., whole- 
sale distributors, have announced 
the discontinuance of heavy 
hardware lines, such as roof- 
ing building papers, builders’ 
hardware, gas pipe, galvanized 








sheets and a large percentage 
of the mechanics’ tools line. At 
the present time complete lines 
of household furnishings, sport- 


ing goods, electrical special- 
ties, etc., are handled. 
E. H. MALLON REPRESENTS 


CHICAGO SPRING HINGE 


Eugene H. Mallon has been 
engaged as an additional sales 
representative in the eastern 
division of Chicago Spring 
Hinge Co., Chicago, Ill. He 
makes his headquarters in the 
New York office under Frank 
G. Lloyd, eastern manager. 
Because of a serious accident 
which Mr. Lloyd, suffered last 
year, Mr. Mallon will call on 
the trade in his place. Upon 
his return Mr. Lloyd will cover 
certain parts of the territory 
himself. 


J. E. WOODMANSEE HEADS 
CHARITIES COMMITTEE 


J. E. Woodmansee, treasur- 
er and general sales manager of 
the Richards & Conover Hard- 
ware Company, Kansas City, 
recently accepted the chairman- 
ship of the general charities 
campaign, to be held next Oc- 
tober. Mr. Woodmansee for 
the last five years has been an 
executive of the campaign, and 
it was. last year that he re- 
ceived special commendation in 
his -handling of a very difficult 
assignment. 


District of Columbia Ass’n Holds Annual 


(From Our Washington Bureau) 


The Retail Hardware Asso- 
ciation of the District of Co- 
lumbia celebrated its first an- 
niversary with a banquet and 
dance held in the Virginia 
Room of the Lee House on 
Monday, March 2. The pro- 
gram was under the direction 
of Jack Mullane, a prominent 
theatrical performer, who acted 
as master of ceremonies and in 
addition furnished the entertain- 
ment for the affair. 

Heading the list of honored 
guests and speakers was James 
E. Colliflower, vice-president of 
the Merchants and Manufactur- 
ers Association of the District 
of Columbia. He was followed 
by Arthur J. May, president of 
the F. P. May Hardware Co., 
pioneer Washington hardware 
wholesale house, who spoke on 
the outlook for the future in 
the industry and the need of 
modern merchandising methods 
as a basis for meeting compe- 
tition. 

The electrical group was rep- 
resented by C. Philip Hill, 
president of the Doubleday- 





H. C. HOOKS 











HOOKS IS SALES MGR., 
MOORE PUSH-PIN CO. 


H. C. Hooks, widely known 
in the hardware and stationery 


trades throughout the entire 
country, has just been made 
sales manager of the Moore 


Push-Pin Co., Philadelphia, Pa. 


Although he is one of the 
newer representatives of the 
company, he has a wide ac- 


quaintance among wholesale dis- 
tributors and dealers. Mr. 
Hooks was formerly in charge 
of eastern sales, can department 
of the W. F. Robinson Steel & 
Iron Co., Springfield, Ohio, ; 
special factory sales representa- 
tive of the Advertising Metal 
Display Co., Chicago, Ill., and 
suburban sales and general man- 
ager of the Winchester Radia- 
tor Cabinet Co., Chicago, Til. 





Hill Electric Co., who stressed 
the advantages of dealing with 
the independent merchant, and 
emphasized the necessity for 
stocking nationally advertised 
lines and selling merchandise 
from a standpoint of quality and 
not of price. 

Members of the association 
were cautioned to watch their 
credit accounts by Charles W. 
Clayton, credit manager of the 
F. P. May Hardware Co. and 
president of the D. C. Credit 
Men’s Association. Mr. Clay- 
ton advised the retailers to 
adopt more stringent credit re- 
strictions and thus avoid losses 
caused by haphazard methods of 
credit extension. 

Oscar Fetterman, president of 
the Fetterman Hardware & 
Electric Co., explained the ne- 
cessity for cooperation between 
the wholesaler and retailer, and 
told of the place of the whole- 
saler in the economic structure. 
The list of speakers closed with 
Lawrence E. Williams, vice- 
president of Fries, Beall & 
Sharp Co., who entertained the 
guests with anecdotes from the 











MASBACK HARDWARE CO.. 
HOLDS OPEN HOUSE 


Responding to invitations is- 
sued by the Masback Hardware 
Co., wholesale hardware and 
housefurnishings, 82 Warren 
Street, New York City, nearly 
1000 hardware merchant cus- 
tomers and their clerks attend- 
ed the firm’s “Open House” 
party held on Monday, Feb. 23. 
This day was chosen as being 
particularly suited to the oc- 
casion due to the fact that it 
was the legal holiday for 
Washington’s Birthday and also 
because it was just previous to: 
the.active spring season. 

Displays of all of the new 
lines which the firm has recent- 
ly added to its stock were 
shown and considerable interest 
was manifested in them. It was 
evident that dealers were never 
more keenly interested in arti- 
cles which they have not previ- 
ously handled, but which appear 
to offer good possibilities for 
increasing store profits. While 
the occasion was largely in the 
nature of a social affair, a good 
volume of business was placed 
by dealers who desired immedi- 
ate delivery. 
~"“The comments of dealers 
who attended the event indi- 
cate that the trade is more 
optimistic than it has been for 
some time and that the spring 
season will find most hardware 
dealers going after business. 
more aggressively than ever be- 
fore. 


Banquet and Dance 


recent hardware convention held 
at Philadelphia. 

T. H. Barritt, the singing 
saw musician and radio broad- 
cast star, representing the E. C. 
Atkins Co., entertained with se- 
lections on the musical saw. 
The F. P. May Hardware Co. 
distributed souvenirs in the 
form of a metal waste basket 
filled with numerous hardware 
items. 

Representatives of all local 
hardware wholesalers, as_ well 
as those of associated lines, 
were present. Members of the 
American Wholesale Corp. of 
Baltimore and Supplee-Biddle 
of Philadelphia were also in at- 
tendance. 

Officers of the association are: 
George M. Yeatman, president ; 
Alex J. Berlin, first vice-presi- 
dent; George B. Stevens, sec- 
ond vice-president; John Saw- 
yer, third vice-president; W. 
Winford Adamson, secretary ; 
and J. Fendall Cain, treasurer. 
Edward Cooper, P. H. Levy 
and Leon Wedding compose the 
executive committee. 
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Charles Francis Dowse, 87, 
a founder and former trea- 
surer of Bigelow & Dowse 
Co., Boston, Mass., whole- 
sale distributors, whose death 
was recorded in the March 
Sth issue of Hardware Age 


T. H. KELLER RESIGNS 
FROM PETERS CARTRIDGE 


T. H. Keller has resigned as 
vice-president and sales manager 
of the Peters Cartridge Co., 
Cincinnati, Ohio. He has been | 
succeeded by B. E. Strader, for- | 
merly southern sales manager 
for the company, with head- 
quarters at) New Orleans, La. 
Charles A, Pitts, formerly for- | 
eign sales manager, has been 
appointed as assistant to Mr. 
Strader. . 








A. C. PEARSON AWARDED 
THE LEGION OF HONOR 


A. C. Pearson, chairman of 
the United Business Publish- 
ers, of which Harpware AGE 
is a finit, was awarded the Le- 
gion of Honor by Major 
Georges Thenault, assistant 
military attaché of the French 
Embassy, at a ceremony at the 
Carlton Hotel, Washington, on 
Feb. 23, before a distinguished 
company. Mr. Pearson was 
cited for service to France dur- 
ing the World War. 


HARDWARE BOOSTERS’ 
BEEFSTEAK DINNER 


The Hardware Boosters held 
the annual “Night Out” of the 
organization, in the form of a 
beefsteak dinner, on the evening 
of March 5. More than 200 
members and friends of the as- 
sociation were present at the af- 
fair, which was held at Schlei- 
fer’s Fashion Center Grille, 138 
W. 38th St., New York City. 

During the course of the 
banquet instrumental music and 
group singing entertained the 
diners. President Charles J. 








RADIO FEDERATION CONVENES IN CHICAGO 


The fifth annual convention 
of the National Federation of 
Radio Associations and_ the 
Radio Wholesalers Association 
was held at the Hotel Lincoln, 
Indianapolis, Ind. 'b 
1931, inclusive.. The meeting 
was well attended by over 450 
Visiting radio tradesmen from 
all over the United States. 

The convention lived up to 
its pre-releases as being a 
“down-to-facts and remedies” 


convention, and there can be no | 
doubt but what the associations | 


took aggressive steps to remedy 
existing evils. 

Sunday, following the meet- 
ings of the distributors of the 
various lines and the boards of 
directors meetings, an urgent 
call was sent to every nation- 
ally known manufacturer, re- 
questing an immediate confer- 
ence on Tuesday afternoon. 

The Monday noon luncheon 
meeting was addressed _ by 
Bond Geddes, executive vice- 
president of the Radio Manu- 
facturers Association, on “The 


Heale, HarpwarE AGE, New 
York City, welcomed the guests 
and members of the association 
and thanked the committee for 
its efforts. Charles Pincus, 
Stanley Works, New York of- 
fice, was chairman of the com- 
mittee. He was assisted by a 
committee comprised of: H. R. 
Conner, Roy C. Schmidt, Leon- 
ard Warager and Oscar Watts. 

The entertainment and sing- 
ing was led and conducted by 
Thornton Webster, entertain- 
ment director, 9 Park Place, 
New York City. 





IMPERIAL KNIFE MOVES 
NEW YORK OFFICES 


Imperial Knife Co., 14 Blount 


| St, Providence, R. I., has 


moved its New York offices 
from 30 Church St. to 401 
Broadway, corner of Walker 
St. The office is under the di- 
rection of A. H. Willey, gen- 
eral sales manager, and E. H. 
Talmon, assistant district sales 
manager. This move was made 
to give the Imperial organiza- 
tion more space to handle in- 
creased business. 


ILSLEY IS PRESIDENT 
HARDWARE SQUARE CLUB 
Edmund E. Isley was elected 


president of the Hardware 
Square Club, No. 675, New 


| Manufacturers’ Viewpoint for 
| 1931.” William S. Hedges, 
| past president of the National 
| Association of Broadcasters, 
| gave a very splendid and inter- 
| esting talk on broadcasting sta- 
'tions. This was followed by 
| O. H. Caldwell, former Fed- 
| eral Radio Commissioner, who 
| urged the support of the con- 
vention for higher powered 
broadcasting stations. The 
Monday evening banquet was a 
gala affair and the Tuesday 
evening stag party marked the 
close of the most _business- 
like convention ever held in the 
radio industry. The retailers’ 
sessions were addressed on very 
important subjects, such as 
“The Trade-In Problem,” by 
Ray V. Sutliffe. New York 
City; “Financing Time Pay- 
ment Sales,” by G. D. Lee, Chi- 
cago; “Uniform Accounting 
and Cost System,” by R. H. 
Lemley, Chicago, Ill.; “Radio 
Retailers’ Insurance,” by W. B. 





cus Hinson of Winnetka, III. 


York City, to succeed Herbert 


office at a special meeting held 
Feb. 17. At the same meeting 
Charles J. Heale, HARDWARE 
AGE, was elected to succeed the 
late Morris Miller as first vice- 
president. Other officers are: 
Second vice-president, George 
B. Piatt; recording secretary, 
Albert Westphal ; corresponding 
secretary, Andrew Diehm, and 
treasurer, Louis Pfeiffer. 


GILL RESIGNS AS V. P., 
HOLLEY-MASON HDW. CO. 


vice-president of Holley-Mason 


completing an active career of 
28 years with that firm. As 
announced recently, the busi- 
ness was acquired by Marshall 
Wells Co., Duluth, Minn. Mr. 
Gill plans a three months’ vaca- 
tion in California with Mrs. 
Gill, after which he will resume 
business in a new position in 
the Pacific Northwest territory. 
The new affiliation will be an- 
nounced at that time. 

Business men in Spokane, 
learning that Mr. Gill’s new 
| work may take him from that 





| 


city, have expressed consider- 
| able regret at the possibility of 
| losing his valued assistance in 
various civic and commercial 
projects. 








Blewitt, Chicago, Ill., and “Ser- | © : 
vice Men’s Problems,” by Mar- | tive vice-president of both as- 


Van Baalen, who resigned his | 





Roy R. Gill has resigned as | 


Hardware Co., Spokane, Wash., | 





The Federation and_ the 
Radio Wholesalers Association 
placed themselves on record as 
being in favor of: an industry 
cooperative advertising fund; 
contracts to protect both the 
manufacturer and distributor ; 
pricing radio sets to include 
tubes; certain regulations and 
standard practices for radio ad- 
vertising; cooperation with 
newspapers and more 50-kw. 
radio stations. At the conven- 
tion it was decided to favor 
the observance of a National 
Radio Week, in September of 
this year. 

James Aitken, Aitken Radio 
Co., Toledo, Ohio, was elected 
president of the National Fed- 
eration of Radio Associations 
for the coming year. Louis 
Buehn of the Louis Buehn Co., 
Philadelphia, Pa., was elected 
president of the Radio Whole- 
salers Association for the com- 
ing year. H. G. Erstrom of 
Chicago will continue as execu- 


sociations. 


|BOB MURRAY’S PARTY 


MARCH 24 TO 27 


The annual Big Party of the 
Murray Co., Honesdale, Pa., 
will be held Tuesday to Friday, 
March 24 to 27 inclusive. The 
program includes plenty of 
music, entertainment, refresh- 
ments, educational farm lec- 
tures, demonstrations of farm 
and home electrical equipment, 
etc. Bob Murray tells us that 
all hardware men and_ their 
friends are welcome and _ in- 
vited to be present. 


MOTTET CELEBRATES HIS 
EIGHTIETH BIRTHDAY 


Frederic Mottet, veteran 
hardware dealer, is being con- 
gratulated upon attaining his 
eightieth birthday, in Tacoma, 
Wash. Soon after arriving in 
Tacoma, in 1887, he joined Ed- 
ward M. Hunt as partner in a 
mill and heavy hardware sup- 
plies business. The business is 
still carried on under the name 
of Hunt & Mottet, although 
Mr. Mottet has been retired 
from that firm for twenty years. 

He has twice been elected 
president of the Tacoma Cham- 
ber of Commerce and has been 
offered the mayoralty of the 
city three times, but has re- 
fused. all political preferment. 
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Venti-Matic 
Sash Lock 


The Venti-Matic sash lock is made 
by the Venti-Matic Sash Lock Corp., 
Jamaica, N. Y. This locking device may 
be attached with a screw driver. Only 
four screws are used. No cutting or fit- 
ting is required for installation. It is 
fully automatic in operation, as it locks 
itself when the sash is pulled down. It 
can be set for ventilation with safety, 
giving six inches of opening either from 
top or bottom, and cannot be opened 
from the outside, says the maker. As 
the lock covers the joint between the 
sash, nothing can be passed through to 
operate it. important screws are hidden 
in such a manner that they cannot be 
taken out by any one from the outside 
For the apartment house it is useful 
where there are children, as it prevents 
the child from raising the window. Sug- 
gested retail seHing price is $1.00 -each 
in solid brass or fifty cents in brass plate 








Cream City Handy 
Turnover Pan 
Geuder, Paeschke & 


Frey Co, Milwaukee, 
Wis., offers this con- 
venient new — turnover 


pan, designed for a wide 
variety of uses in the 
kitchen. It may be used 
as a two layer cake pan, for rewarming muffins, for baking corn bread, 
making omelets and popping corn. Two 9 inch tin pans are hinged 
together. They are equipped with wire handles. Each pan is packed 
in an attractive display carton with several recipes. Suggested retai: 
selling price is 50¢ Shipping weight per dozen is approximately 16 
lbs. per dozen 


Stewart-Warner 
Offers New Models 


Model 12 and 14 radio sets 
are offered by the Stewart- 
Warner Corp., 1826 Diversey 
Parkway, Chicago, Ill. Model 
14 is illustrated. Both models, 
which are of compact size, have 
the eight tube chassis, featured 
in the larger Stewart-Warner 
models. Top of Model 14 is 
heavy five-ply walnut, while 
Oriental walnut, lighter in color, 
forms the front panel. Legs are 
genuine quarter sawed Amer- 
ican red gumwood. This mode! 
stands 41 x 23 x 14% inches 
Model 12 has the same woods 
in its cabinet as model 14. It 
measures 37 x 23 x 144 inches. Both models have super electro- 
dynamic reproducer. Eastern list prices are $104.75 for both models, 
while the western list price is $108.75, both prices including eight tubes 





Minerva Economy Cabinet 


Minerva Wax Paper Co, Minerva, Ohio, makes the Minerva economy 
cabinet. It is a metal container for dispensing wax paper. Three sizes 
of Minerva waxed paper refills are made specially for this cabinet, which 
has a hinged lid for ease in refilling. Cabinets are shipped in cases of 








25, containing 12 green, 5 blue, 2 red, 2 white and 2 ivory finished 
cabinets. Colors may be varied to suit the dealer. Suggested retail 
selling price is 75c for one cabinet with 150 ft. roll of paper. Refills 


are offered to retail for the suggested price of 25c for 150 ft. roll. 
Cabinets measure 12 x 3 x 3 inches. 
inches 


Refill rol! measures 12 x 2% 


Mark-Time Automatic 
Time Switch 


MH. Rhodes, Inc., Chamber of Commerce 
Building, New Haven, Conn., produces this 
electric light switch containing a time ele- 
ment, which automatically turns off the cur- 
rent after any predetermined time. The time 
element is operated by throwing the toggle 
the desired number of times. Each throw of 
the toggle is shown as intervals on the dial. 
Interval may be seconds, minutes or hours, 
depending upon the particular model. When 
ready to start element, throw toggle to “off” 
position, indicated on face plate. When time 
has expired the Mark-Time will automatically 
cut off the electric current. By setting the 
small side lever to the “off” position, the 
Mark-Time can be operated as a regular 
switch, as timing mechanism has been dis 
continued, cutting off the current. This lever 
can also be used to cut off current immediately although timing ele- 
ment may be operated. Timing mech- 

anism continues to operate until dial 

shows “0.” It is then ready to be used 

as a time switch. Ordinarily the switch 

is for breaking contact only, but the 

movement may be reversed by chang- 

ing wire connections. These switches 

may be used for controlling residential, 

factory, school, store window-lights and— 
signs, or for household appliances. 

Switch is made in brass and bakelite 

plate models, listing at $2.50 and 

$4.00, according to type and timing 

Switches only list at $2.25, while plates 

alone vary from 25c to $1.00 each, 

according to finish, etc. Attractive 

counter display carton is available, 

holding ten individual boxes, of either A or B type models, together with 
25 booklets and attractive window cards. Type A is single pole model, 
without receptacle, while type B is single pole type with built-in series 
receptacle. Model 15-S has 15 second intervals up to 2/2 minute dura- 
tion and model 3-M has time periods from 3 minutes up to 25-30 minutes 
in intervals of 3 minutes. Types A and B are illustrated, 

















Master Introduces 
Greyhound Padlock 
No.-99 


Master Lock Co. Milwaukee, 
Wis., offers an unusual padlock 
value in its new Greyhound No. 
99 to retail for the suggested 
price of 25c each. It is a thor- 
oughly tested padlock of the 
multi-warded spring-lever type, 
which can be master keyed in 
two sets of six locks each, 12 
different key changes in_ all. 
Lock is well proportioned and de- 
signed, with 1 11/16 inch steel 





















embossed and polished case. 
It is cadmium plated inside 
and out. Spring tension steel 
swivel shackle has 7% inch 
vertical clearance. Shackle 
locks securely at toe. There 
are two nickel plated milled 
keys with each lock. Locks 
are individually packed in 
colored cartons. Twelve pad- 
locks are offered in a 3 
colored display. Shipping 
weight is 4 lbs. per dozen. 
Dealer cost is $200 per 


dezer, 
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Casco Ice Cream Freezer 


S. M. Schreiber, 200 W. 34th St., New 
York City, offers the Casco vacuum ice 
cream freezer, made by The Stirrup 
Mfg. Co., Inc., in 2 qt. size. It may 
also be used as a portable refrig- 
erator, as it will hold seven baby’s 
milk bottles fresh and cool for 16 
hours, says the maker. The Casco 
freezer is offered to sell for the sug- 
gested retail price of $4.00 west of 
Chicago and $3.50 east of that point 
Dealer cost is $22.50 per dozen, $21.00 
per dozen in 6 dozen lots and $19.50 
per dozen in 12 dozen lots. Shipping 
weight per freezer is approximately 9 
lbs. Each freezer, which is guaranteed 
as rustproof, is packed in individual 
light weight wooden box, enabling the 
dealer to deliver the freezer in original 
sealed package 





Dexter Royale 
Washing Machine 


The Dexter Royale washing ma- 
chine, No. 90E, uses the 2 succes- 
sive suds washing principle. It is 
a twin-tub washer housed in a 
modernistic cabinet of delicate two 
tone green Duco finish, trimmed 
with ebony black top band and 
casters. Wringer is equipped with 
full balloon rolls. Outside dimen- 
sions are: 22 x 35 inches. Por- 
celain enameled table top, finished 
in two tone green to match the 
cabinet, is optional equipment. Gear 
housings are packed with grease. All points of normal wear are equipped 
with easily accessible take-ups to insure quieter and more smooth 
running. The Dexter Co., Fairfield, lowa, is the maker. 





Son-ny No. 500 
5 Play Metal Gym 


The Dayton Toy & 
Specialty Co., Dayton, 
Ohio, offers the No. 500 
5 play all metal gym. 
The maker states that 
it is of the highest qual- 
ity throughout. Cast 
steel rings, heavier than 
usual rust proof chain, 
double strength top rail 
tubing, heavy 3 inch 
bolts, and high grade 
smooth steel tubing in horizontal bar and trapeze are features of this 
set. Equipment which is easily adjustable, for indoor or outdoor use, 
has horizontal bar, flying rings, trapeze, swing and see-saw. It is 
painted in light green and red. Equipment measures 11 feet 6 inches, 
stands 8 feet high, weighs 325 Ibs and occupies 8 x 114 feet. Sug- 
gested retail selling price is $40.00. Other models in three or four play 
gym are available at slightly lower prices 














General Electric Clocks 


Electrolarm No. 700 is an electric alarm clock, measuring 75% x 6 x 35% 
inches. It has a moulded case and is available in three finishes: walnut, 
green or ivory. This model is equipped with 3 inch illuminated gold 
dial. General Electric Co., merchandise department, 1285 Boston Ave. 
Bridgeport, Conn., offers this clock. The same organization offers the 
Hostess No. 454, kitchen type clock and the Apollo No. 357 clock, 
illustrated here. The Hostess model is of the wall type with beetle 
moulded case, measuring 7% x 74 x 3 3/32 inches. It has a 5-inch 
enamel dial. White, pastel green, ivory, yellow and orange finishes are 








offered. Apollo, No. 357 model has case of beetle and chrome finish 
metal, in black onyx. Dial is 3% inch silvered type. Clock measures 





7% x 4% x 35/16 inches. Other models for the bedroom, hall, kitchen, 
office, etc., are included in the line. 


Model 31 
Champion 
Automatic 
Washer 


Strikingly beautiful and 
distinctive is the claim 
made by the Automatic 
Washer Co., Newton, 
lowa, for its new model 
31 Champion washer, 
listing at $79.50. It is 
of the conventional bot- 
tom drive agitator type, 
with three vane cast al- 
uminum agitator, oper- 
ated by a worm and seg- 


ment gear drive. The 
maker states that in 
using a segment and 


pinion of laminated steel 
parts, the machine is 
made to operate quietly. 
Other features are direct 
motor drive with hard- 
ened and ground steel 
worm and cut grey iron 
worm gear, reinforced 
steel’ connecting rod, 
driven by 3'4 inch di- 
ameter eccentric and 
enclosed power _ trans- 
mission, running in oil. 
All mechanism is supported in one-half of heavy one-piece cast iron 
gear case, assuring perfect alignment. Other features are Westing- 
house motor, special rubber mounting and steel motor support, oilless 
bearings for agitator drive shaft and thrust ball bearings used in worm 
housing. Tub is glistening pogcelain over Armco ingot iron, rich black 
outside and mottled green inside. Standard capacity is 15 gallons to 
water line. Tub support and wringer post supports are heavily in- 
sulated. Lid is reinforced heavy gage galvaneal, finished in white enamel. 
Drain faucet is of standard 34 inch brass with extra support to base 
Wringer and washer base are finished in white enamel. Trough type 
wringer returns water to tub through swinging spout. Balloon rolls are 
2% inch type. Base of 16 gage is one piece reinforced type. Legs 
are of the same material. The tub is equipped with special metal caster 
sockets that cannot work loose. Dealer cost is $47.70 





Leonard Moderne 
Cabinet Refrigerators 


The Leonard Refrigerator Co, Detroit 
Mich., now offers the Leonard electric 
refrigerators in the Moderne cabinet, 
in 5 and 7 ft. models. Cabinets have 
gracefully bevelled panels accentuat- 
ing their slender lines. Cabinets have 
a smooth and level table top, while the 
legs are of the newest modernistic 
style, graceful in design. They are of 
steel with lustrous finish, while the ex- 
terior finish is baked on and white 
in color. Interior is of one piece 
porcelain. Hinges and latches are of 
satin chrome finish. The new models 
include the Chillometer, Defroster and 
25% extra insulation. 
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McKinney Modern Butt Hinge 


The McKinney Modern 
Butt Hinge, according to 
the manufacturer, offers 
so many real advantages 
that architects, owners, 
and builders have ap- 
proved it as the most 
practical and value-giv- 
ing butt hinge ever de- 
veloped. This hinge is 
completely different in 
design and construction. 
It is not a mortise hinge, 
and is altogether unlike 
the ordinary hinge of 
that type. In place of 
the solid leaves of the 
mortise type hinge it has 
stronger inter-fitting 
cut-out leaves, a new 
McKinney development 
The ease with which ac- 
curate and uniform spac- 
ing is obtained between door and jamb insures a balanced correctly- 
mounted installation all around, and permits necessary expansion of the 
door on both lock and hinge side. Rehanging doors is greatly simplified 
and speeded up—an important advantage in offices and large buildings 
where tenant changes are numerous. The time saved in installation is 
such that finishing of new buildings is materially speeded, allowing in- 
spection and occupation by tenants days sooner than would otherwise 
be possible, says the maker. The hinge is made in standard door size 
and also for cabinets. It is available in all standard finishes. McKinney 
Mfg. Co., Pittsburgh, Pa. is the maker 





Eureka DeLuxe 
Vacuum Cleaner 


Eureka Vacuum Cleaner Co., Detroit, Mich., has add- 
ed this DeLuxe model to its line. A full floating 
floor brush, especially adapted to the modern, deep- 
pile floor coverings is mounted inside the nozzle and 
extends for its full length. Brush rides the surface 
of the rug or carpet maintaining constant, even con- 
tact by spring pressure. Bag is of red leatherette, 
offering pleasing contrast to plated metal surfaces 
and black enamel handle. Back of bag is made of a 
specially treated, finely woven cloth which screens 
and filters the air and prevents the escape of dirt 
Patented steel spring opener spreads the mouth of 
the bag very wide for emptying. Nozzle and fan 
case of the cleaner are designed as a unit. Handle 
may be locked in upright, 45 degree angle position 
or parallel to the floor. Pistol grip has been fashioned into the handle 
of the new model. About six inches from the bag plug, which goes into 
the handle yoke, a keyless base socket and separate plug have been 
added. This arrangement permits the converter cord to be used as an 
extension cord, thereby giving the user a 40 foot radius. Other improve- 
ments are a four wheel mounting which permits the cleaner to be rolled 
over the edge of a rug without catching, an improved device for ad- 
the nap of the rug and a rubber bumper to protect 
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Gilmer Speedage Endless Woven Belts 


Speedage high speed 
endless woven fabric 
belts are offered in va- 


rious widths and in three grades, light, medium and heavy. L. H. Gilmer 
Co., Philadelphia, Pa., makes this product. Belts are available in differ- 
ent numbers of ply and are for use with pumps, compressors, grinders, 
drill presses, routers, carvers, polishing or buffing machines, etc. The 
maker states that Speedage belts are superior to the average spliced 
belts, because there is no high point in the belt which might produce 
vibration when operating over a pulley at high speed. They are built 
from tubular endless woven fabric by sewing together superimposed 
folded layers of the fabric. Gilmerite surface treatment is offered by 
the company to reduce the slip of a belt by adding to the “cling sur- 
face.” It is a specially compounded surface treatment, primarily in- 
tended to reduce the slip of the belt, but which is also useful in water- 
proofing entire belt, helping to eliminate fraying in any part of the belt 





proper, insuring permanently uniform belt surface friction and prevent 
to a large degree creeping in the belt. Folder describing this product 
and giving sizes and list prices is available from the maker. 


Cincinnati No. 650 
Heavy “I” Bar Clamp 


The Cincinnati Tool Co., Norwood, Cincinnati, Ohio, makes the No. 
650 heavy “I” bar clamp, which has large clamping surfaces with deep 
reach. It embodies the patented features of the No. 640. The line of 
quick clamps has been extended to cover all sizes from 2” to 9” depth 
and any size opening. The No. 650 clamp has steel bar 2% x 3/16 x 
11/16 inches, clamping surface 3 inches wide, 4 inches high, 34 inch 
diameter, steel screw, 2 inches from center of screw to bar. List prices 
per pair of 2 clamps with the following opening feet are; 3, $20.00: 
4, $21.50; 5, $23.00; 6, $25.00: 7, $27.00; 8, $30.00 and 10, $36.00 
Dealer discount is 50%-10% 





Hercules Midget Truck 


The Hercules midget welded truck has rub- 
ber tired wheels and weighs approximately 
234 Ibs. With this truck loads of 400 Ibs. 
may be handled. Truck is controlled with one 
hand. It measures 52 inches long, has a width 
of 12 inches and is equipped with 5% inch 
rubber tired wheels. Illinois Iron & Bolt Co., 
Carpentersville, Ill., offers this truck with or 
without hook. List price is $6.00 with hook 
It is steel welded and has rubber handled 
grip. Boxes, crates, barrels, cartons, etc., may 
be handled on this truck 








Eversafe Home Dry 
Cleaning, Washing Machine 


Eversafe home dry cleaning and washing machine is produced by The 
Sheffield Products Co., Cleveland, Ohio, affiliated with The Sheffield 
Bronze Powder & Stencil Co., Cleveland, Ohio. The machine, which 
lists at $4.95 is for cleaning dresses and gowns, as well as scarfs, ties, 
etc. /Although of trim and compact appearance the Eversafe has a 
three gallon capacity. It is rustproof plated, inside and outside. The 
same firm also offers Eversafe non-explosive dry-cleaning fluid, to sell 
for the suggested retail price of $1.95 per gallon. With each can of 
Eversafe fluid the maker offers free of charge a 25c package of Eversafe 
Clarifying Powder. With this powder the housewife may use the same 
fluid over many times. Eversafe Spot and Stain Remover, offered to 


retail for 75c consists of two bottles of special fluids for removing those 
stains and spots which ordinary dry cleaning is unable to accomplish 
Display pieces in color have been created for both the machine and the 
dry-cleaning fluid 
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Frigidaire Corporation 
Announces Three-Year 
Guarantee on 1931 Line 


A complete three-year guarantee 
covering both the cabinet and the 
mechanism of the 1931 line of Frigid- 
aire household electric refrigerators 
is announced by E. G. Biechler, presi- 
dent and general manager of the Gen- 
eral Motors subsidiary. The new line 
is being given national presentation 
at the present time. 

“This dual guarantee is the broad- 
est in the history of Frigidaire Cor- 
poration,” said Mr. Biechler. “We 
have been able to adopt it because of 
the experience we are having with 
current Frigidaires and the fact that 
all of our household models are fin- 
ished in permanent porcelain on steel. 

“We have just completed a series 
of dealer meetings throughout the 
country where the new line was pre- 
sented and announcement made of 
the most intensive advertising cam- 
paign in our history. 

“Reports from these meetings in- 
dicate a decided upturn in our busi- 
ness during the coming months.” 





Sears-Roebuck Sales Decline 
14.8% in 2nd 1931 Period 


Sales of Sears, Roebuck & Co. for 
the four weeks’ period ended Feb. 26 
showed a decline of 14.8 per cent from 
the volume recorded for the compara- 
ble period of 1930. The sales totaled 
$23,536,229, against $27,624,978 for 
last year. Sales for the eight weeks 
from Jan, 1, aggregated $46,578,500, 
a drop of 14.4 per cent from the ag- 
gregate of. $54,445,143 recorded for 
the same period of 1930. The com- 
pany reports in thirteen months of 
four weeks each for the year. 





Week’s Price Average Was 
75.8 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that wholesale 
commodity prices for the week ended 


GENERAL MARKET 
NEWS orf tHe WEEK 


Hardware Demand 


Makes Moderate Gain 


New York, March 11.—While a 
slight improvement in the demand 
for hardware has registered in most 
market centers, the increase has not 
been as marked as is customary at 
this period.of the year. 

Improvement in trade sentiment 
is general in all trading territories, 
and actual increases in sales are re- 
ported in several sections. Spring 
lines are in good demand and pros- 
pects are brighter than they have 
been in some time. Due to the ab- 
normally low state of retail stocks 
it is believed that the consumer de- 
mand will make itself immediately 
felt, necessitating early orders for 
replenishment purposes. 

Generally speaking, the outlook 
appears brighter in the East than 
in the Middle West and South. 
Some manufacturers and wholesal- 
ers hold the opinion that by mid- 
summer the upturn in business will 
become more pronounced. 

Prices, in the main, are fairly 
steady. While numerous price ad- 
justments are being made, few are 
of major importance. Some firm- 
ness has developed in several prod- 
ucts influenced by higher prices for 
raw materials. 

The credit situation continues to 
have a fairly satisfactory status. 
Collections are slower than usual, 
but improvement is indicated as the 
spring season approaches. 





Feb. 28, based on Dun’s quotations, 
averaged 75.8 per cent. 

The January average was 77.7. The 
purchasing power of the dollar on a 
1926 basis of 100c. was 132.0c. The 
January average was 128.8c. 









Freight Loadings Declined 
In Week Ended Feb. 21 


Loadings of revenue freight for the 
week ended Feb. 21 totaled 713,938 
cars, according to the car service di- 
vision of the American Railway Asso- 
ciation. 

This was a reduction of 6751 cars 
below the preceding week this year. 
It also was a reduction of 113,622 
cars below the same week last year 
and a reduction of 191,565 cars below 
the corresponding week in 1929. 

Loadings for the week compared 
with the same week last year follow: 
Miscellaneous freight, 251,679 cars, a 
decrease of 57,734 cars; merchandise 
less than carload lot freight, 215,470 
cars, a decrease of 3960 cars; coal, 
136,112 cars, a decrease of 20,672 cars; 
forest products, 33,840 cars, a de- 
crease of 22,380 cars; ore, 5134 cars, a 
reduction of 3777 cars; coke, 8650 
cars, a decrease of 2997 cars. 


Bank Debits Declined 13 Per 
Cent in Week Ended Feb. 25 


Debits to indfvidual accounts, as 
reported to the Federal Reserve Board 
by banks in leading cities for the week 
ended Feb. 25, aggregated $8,892,- 
000,000, or 13 per cent below the total 
reported for the preceding week and 
30 per cent below the total reported 
for the corresponding week of last 
year. The current week and the cor- 
responding week a year ago included 
but five business days in all report- 
ing centers. The week ended Feb. 18, 
1931, included five business days in 
most reporting centers. 

Aggregated debits for 141 centers 
for which figures have been published 
weekly since January, 1919, amounted 
to about $8,338,000,000, as compared 
with $9,558,000,000 for the preceding 
week and $12,040,000,000 for the week 
ended Feb. 26 of last year. 
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List Prices Are Lowered on 
Five Types of Sylvania Lamps 


The Nileco Lamp Works, Emporium, 
Pa., has advised the trade of a decline 
in the list prices of five types of Syl- 
vania lamps. The reductions became 
effective on March 1 and apply on the 
following types: 

One thousand-watt PS-52 white bowl 
lamps for general lighting service, 
from $4.25 to $4.20; 15-watt F-10 
flame tint and white, for decorative 
lighting service, from 40c. to 35c.; 25- 
watt F-15 flame tint and white, for 
decorative lighting service, from 40c. 
to 25c.; 50-watt T-8 projection lamp, 
from $1.75 to $1.50; 36-watt A-21 
lamp for street railway lighting ser- 
vice, from 22c. to 21ec. 

The Sylvania price protection policy 
will protect jobbers’ and dealers’ in- 
ventories for all types of lamps on 
which a reduction has been made. 

The following additions have re- 
cently been made to the Sylvania line: 
1500 white bowl lamp for general 
lighting service, list price $5.95; 25- 
watt F-15, ivory finish, for decorative 
lighting service, list price 25c. 





Paint Sales in November, 1930, 
Declined Sharply, Says Report 


(From our Washington Bureau) 

Total sales of paint, varnish and 
lacquer products last November, ac- 
cording to the latest report of the 
Bureau of the Census, were valued at 
$13,777,117, compared with $17,917,- 
757 in November. The report of the 
bureau is based on returns from 315 
selected manufacturers. 

The November business consisted 
of trade sales, valued at $7,601,634; 
industrial sales, $6,028,152, and un- 
classified sales, $147,331. Total sales 
in the first 11 months of 1930 were 
valued at $225,670,590, against $281,- 
932,936 in the corresponding period of 
1929. 


17th Monthly Decline Is Shown 
In Bradstreet’s Price Index 


Bradstreet’s monthly commodity 
price index dated March 1 showed a 
decline for the seventeenth consecu- 
tive month. This is another indica- 
tion of the major character of the 
current business depression. In the 
1920 depression, in comparison, only 
fifteen consecutive declines were 
charted in Bradstreet’s monthly index, 
with one small increase also noted. 

The March 1 index number was 
$9.1690, marking the low point of the 
past decade, the lowest since Jan. 1, 
1915, in fact, and a decline of 36.4 per 
cent from the peak point reached on 
Dec. 1, 1925. This latter decrease 
compares with a decrease of 49 per 
cent in the 1920-21 decline, so that 
the present recession, while longer, 
has not been so severe. The March 
number shows a decrease of 1.5 per 





cent from the Feb. 1 number and a 
drop of 18.3 per cent from March 1 a 
year ago. 

Despite the lower index number, 
however, only seven out of the thir- 
teen groups of commodities moved 
downwaré in February, while six 
showed an upward trend over the 


month. Provisions and hides and 
leather showed the most notable 
weakness, whereas textiles, which 


have been showing declines recently, 
had a slight advance, this due mainly 
to the exceptional activity in and the 
strength of raw cotton and cotton 
goods. 





Some Imports to United 
Kingdom Must Indicate 
Country of Origin 


(From our Washington Bureau) 

Wrought enameled holloware, ice 
skates and steel shafts for golf clubs 
are among a list of items which must, 
effective May 12, bear an indication 
of the country of origin when im- 
ported into the United Kingdom, ac- 
cording to a radiogram from Acting 
Commercial Attaché Donald Renshaw, 
London. Announcement of the list 
recently was officially made under the 
provisions of the Merchandise Marks 
Act. The indication of origin may be 
either the word “Foreign” or, as an 
alternative, a definite indication of the 
country in which the goods are pro- 
duced, such as “Made in U. S. A.,” 
and should be applied to the goods in 
the manner prescribed by the order- 
in-council. 


Westinghouse Lamp Co. 
Reduces Mazda Lamp Prices 
The Westinghouse Lamp Co., 150 


Reassuring Factors 
Are Present in 
Steel and Iron Industry 


A gain of 10 per cent in pig iron 
production in February and a further 
slight increase in ingot output during 
the week ended Feb. 28 are reassur- 
ing factors in the iron and steel in- 
dustry. 

Irregularities in the flow of orders, 
always more noticeable in a period of 
subnormal activity, continue to ob- 
scure the trend of business, particu- 
larly for manufacturers of a single 
product or a narrow range of prod- 
ucts. Nevertheless, viewed as a whole, 
the impressive feature of the market 
is not the temporary setbacks expe- 
rienced by some producers or the 
gains shown by others, but the sus- 
tained, though, gradual, expansion in 
the total consumption of metal. 

Raw steel output has risen at Cleve- 
land, Chicago and in the Wheeling 
district and has receded in the Val- 
leys and at Buffalo. The average for 
the country at large is estimated at 
538 per cent, compared with 52 per 
cent a week ago. Further gains in 
the general average are looked for 
during the current month, although 
no attempt is being made to forecast 
the rate of increase or the proportion 
of the increment that will be contrib- 
uted by specific products. 

The Iron Age composite prices are 
unchanged, that for finished steel be- 
ing 2.142 cents a lb., with pig iron at 
$15.71 a gross ton and heavy melting 
scrap at $11.17 a gross ton. 


Broadway, New York City, has an- 
nounced price reductions on the fol- 
lowing Mazda lamps, effective March 
1, 1982: 


Decorative Lighting Service Lamps 


Old New 
Watts Volts Bulb Base Price Price 
15 115 F10 Flame Tint Inter. or $0.40 $0.35 
15 115 F10 White Cand. 40 35 
25 115 F15 Flame Tint Med. .40 25 
25 115 F15 White Med. .40 25 
25 115 F15 Ivory Med. .40 2D 
Street Railway Service (Inside Frosted) Lamps 
Old New 
Watts Volts Bulb Base Price Price 
36 115 A21 I. F. Med. $0.22 $0.21 
Projection Lighting Service Lamps 
Old New 
Watts Volts Bulb Base Price Price 
50 115 T8 Clear S. C. Bay $1.75 $1.50 
Cand. ee Sones 
General Lighting Service Lamps 
Old New 
Watts Volts Bulb Base Price Price 
1,000 115 PS52 White Bowl Mogul $4.25 $4.20 
Airport Floodlighting Service Mazda Lamps 
Old New 
Watts Volts Bulb Base Price Price 
5,000 115 G64 Clear Prong $50.00 $45.00 
10,000 115 G80 Clear Prong 125.00 100.00 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, March 10. 


HE mild improvement in orders 
I for hardware goods out of job- 
bers’ stocks, which was in evi- 
dence last month, is continuing at an 
uninterrupted rate during March. 
While February was not a _ good 
month, it was better than January, 
and March already gives prospect of 
exceeding February, in shipments at 
least. While most of this improve- 
ment is strictly seasonal and to be 
expected any year, the fact that sales 
totals are mounting gradually is 
rather encouraging, and sentiment is 
undoubtedly better. 


ACTIVE MERCHANDISE 


Generally speaking, orders are for 
very small lots, but they are widely 
enough distributed among retailers in 
various districts to make a fairly sat- 
isfactory aggregate. Fertilizer is mov- 
ing out at a good rate this month, and 
shipments of garden and lawn tools, 
poultry netting, fence wire and other 
poultry supplies are still improving. 
The more expensive hardware items 
are still rather dull, although job- 
bers are taking orders for electric re- 
frigerators at a fair rate and this line, 
with the backing of extensive na- 
tional advertising on the part of man- 
ufacturers, promises to be a rather 
good one this season. Radios have not 
been active since the holiday period, 
although occasional orders for midget 
sets are improving the situation some- 
what. Advance orders for automobile 
tires have not been heavy, but some 
jobbers are offering favorable dealing 
terms, and sales are expected to in- 
crease during the month. Automo- 
bile accessories are generally quiet, 
with the bulk of business now trans- 
ferred to direct factory distributors 
and filling stations. 


PRICE REVISIONS 


Price changes during the week have 
been featured by advances rather than 
declines. Following the recent in- 
crease in manufacturers’ quotations, 
jobbers have moved up the price of 
No. 9 annealed fence wire to 2.70c. 
per lb., and No. 9 galvanized wire to 
3.15c. The other gages are advanced 
accordingly. On the other hand, nails 
are reflecting the weakness of the 
primary market, and jobbers in this 
district are now quoting $2.10 per keg, 
a decline of 5c. from previous quo- 





AT A GLANCE 


The mild improvement in 
orders which was in evidence 
last month is continuing dur- 
ing the current month. Spring 
goods are lively. 


* * 


Several price advances have 
become effective. New prices 
are quoted on_ insecticides. 
Jobbers prices on nails are 
lower. 

* * #® 

The Pittsburgh steel indus- 
try has received a slight set- 
back within the past ten days. 
Steel ingot operations are es- 
timated at fifty per cent of ca- 


pacity. 
e $F 


Other basic industries in 
this area have shown little re- 
cent change. Building activity 
is largely confined to public 
works. Collections are slow. 











tations. New prices recently issued 
on Rose brick trowels are consider- 
ably advanced. Nos. 110 and 112 in 
the 10 and 11-in. sizes are now quoted 
at $20 per doz., while 11% and 12-in. 
are offered at $22 by jobbers. With 
the approach of spring, new prices on 
insecticides are being brought out. 
Arsenate of lead is quoted this year 
at $13 for a 100-lb. drum, 15c. for 
4-lb. bags, and 23c. per lb. for 1-lb. 
packages. Bordeaux mixture is quoted 
at the same level as last year, the 
prices being the same as that for 
arsenate of lead. Paris green is offered 
by jobbers at $29 for 100-lb. drums, 
38c. per lb. for 1-lb. cartons, and 44c. 
per lb. for %4-lb. packages. No change 
is reported in linseed oil, turpentine 
or white lead, and other price adjust- 
ments have been of a minor nature. 


STEEL INDUSTRY 


The steel industry has experienced 
a slight setback since the first of the 
month, at least when compared to 
business during the middle of Febru- 
ary. The acceleration of orders at 
that time has been checked somewhat, 
and specifications on most of the fin- 
ished steel lines are barely holding 
their own rather than _ increasing. 
While this condition may be only tem- 
porary, it is rather disappointing in 


Mild Improvement in Orders 


Several Price Advances Effective 


view of the normal seasonal gains 
expected this month. Steel ingot op- 
erations in the Pittsburgh district are 
estimated at about 50 per cent of ca- 
pacity, reflecting a slight expansion 
since the middle of February. One 
steel company blast furnace has been 
lighted, and the trend of production 
still points upward at a very moder- 
ate rate. Among the finishing lines, 
tin plate still leads in output with 
local mills engaged at about 75 per 
cent of theoretical full. Strip steel 
production has also mounted to about 
50 per cent of capacity, although 
sheets are still somewhat lower. No 
particular change in the rate of pro- 
duction of heavy hot-rolled products 
is noticed, and releases for spring 
building activity are still somewhat 
restricted. With the present volume 
of work in prospect it seems unlikely 
that an increase in tonnage releases 
can long be delayed. Pipe production 
is being gradually stepped up, and 
line pipe tonnage for early letting is 
rapidly piling up. 


OTHER INDUSTRIES 


Among the other basic industries of 
the Pittsburgh area there has been 
little change. Glass production is re- 
flecting better automotive orders at 
some plants, but production of flat 
glass for building purposes is still 
rather light. In this industry inven- 
tories are particularly low, and spring 
building activity, even though abnor- 
mally light, may be expected to bring 
some increase in production in a very 
short time. At present building oper- 
ations in the district are confined al- 
most entirely to public works and 
highway and street paving projects. 
Many of these jobs are being pushed 
in an effort to relieve unemployment, 
and reductions in the totals of men 
out of work are reported in some 
quarters. Contracts for the new Fed- 
eral Building in Pittsburgh have been 
let, and work will begin immediately. 


COLLECTIONS 


Collections are still very slow and 
are not improving. Installment buy- 
ing has practically ceased to be a fac- 
tor in the hardware trade, principally 
because dealers are unwilling to as- 
sume unnecessary obligations, but 
also because buyers are not yet suffi- 
ciently convinced of business improve- 
ment to assume future burdens, 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 
CHIcAGO, March 10. 


ITH better feeling in the 

West and reports of better 

business in the East, the 
hardware picture looks a bit brighter. 
Dealers, travelers, jobbers and fac- 
tory men in most lines are distinctly 
more hopeful and aggressive than 
they were several weeks ago. Today 
the average manufacturer is making 
a stiff bid for business, whereas ear- 
lier in the winter the stream of fac- 
tory representatives usually calling 
on wholesale buyers had dwindled to 
a mere trickle, as a result of the the- 
ory that the expense of traveling 
might as well be avoided in view of 
the probability that there wasn’t 
much trade to be had. All that has 
changed. The circulation of factory 
salesmen has been restored almost to 
normal and there is every evidence 
that the manufacturers are doing 
their best to accept the handicaps and 
seek volume on terms and plans con- 
ditioned to suit the times. 


CONDITIONS 


Hardware executives returning from 
eastern trips declare there are definite 
signs of an upturn there; in many 
cases these signs take the form of in- 
creased business actually written. 
Those who attended the New York 
toy fair, particularly, bring news of 
highly favorable developments, sev- 
eral toy manufacturers having re- 
ported not only normal, but super- 
normal, orders. Probably no recent 
reports have done more to encourage 
the wholesale trade here. The nega- 
tive side of the current index is that 
many retailers in the drouth-stricken 
sections are suffering financial dis- 
tress; naturally the flow of collections 
from these areas is sluggish. In more 
favored parts of the country money is 
not so hard to get. 


BONUS LOANS 


Regardless of the opinion held by 
some of the statesmanship involved 
in the action of Congress according 
war veterans the privilege of getting 
loans on their bonuses, the flood of 
cash is already having its effect on 
general business. Bonus loans in IIli- 
nois alone are estimated at $60,000,- 
000 and most of this will soon be 
spendable. In the same State a total 
of $288,580,000 is within coming 





AT A GLANCE 


The trade is more hopeful 
and aggressive than it has been 
in several weeks. Manufac- 
turers are making a strong bid 
for business. 

* # ¥ 

Hardware executives, re- 
turning from the East report 
definite signs of an upturn 
there. Bonus loans are ex- 
pected to have a favorable 
effect on general business. 

* * % 


Electric mixers are an active 
item. Dealer prices on window 
glass have declined. Copper 
wire and leather goods are be- 
ing offered at very low prices. 

* * & 


Some improvement has reg- 
istered in construction activ- 
ity. Interest is keen in spring 
merchandise. 











months to be spent on local improve- 
ments, roads, Federal buildings and 
waterways, etc.; this total includes 
the bonus money. 


ELECTRICAL GOODS 


Electrical hardware has shown no 
recent price changes. Wire and wir- 
ing devices are active. The demand 
for flashlights continues _ strong. 
B-batteries are moving briskly. With 
one exception, appliances are slow; 
electric mixers constitute the excep- 
tion. These mixers within recent 
weeks have become popular among 
those housewives with money to spend 
on modern kitchen equipment. They 
are regarded as great labor-savers 
and the fact that some of them sel! 
at more than $20 does not seem to 
impede their sales. As for the other 
electric appliances, a distinct swing 
toward popular-priced items is no- 
ticeable. Manufacturers in a number 
of cases are being urged to develop 
units at lower prices than ever. 


WINDOW GLASS 


The instability of the window glass 
market has resulted in another de- 
cline in dealers’ prices; new discounts 
went into effect March 2 as follows: 
Single strength A, first three brack- 
ets, 88-5 per cent off list, balance 87-5 
per cent off; double strength A, all 


Sentiment Becomes Hopeful and Aggressive— 
Bonus Loans Are Stimulating Business 


brackets, 87-5 per cent off; single 
strength B, first three brackets, 90-5 
per cent off, balance 89-5 per cent off; 
double strength B, all brackets, 89-5 
per cent off list. Since the fall repair 
season the movement of window glass 
has been slow. Prospects now for 
trade are none too bright, since it is 
so dependent upon the building pro- 
gram. 


SPRING LINES 


Incoming correspondence at the 
wholesale houses is full of inquiry 
regarding early spring items. Lawn 
mowers, especially, are thus prospec- 
tively active, though present dry 
weather conditions seem hardly favor- 
able to much of a movement. Re- 
tailers are showing plenty of interest 
in hose and hose fittings. In 1930 the 
demand was heavy on account of the 
general lack of rain. By the same 
token, sales should be brisk this year, 
unless the country is favored with an 
aboundance of rain soon. 


LOW PRICES 


Copper is showing some additional 
strength, but electric wire is not; 
competition on such wire continues 
stiff. Rubber is now quoted at 7c. 
a pound; a year ago the price stood 
at 16c. Leather is extremely low. 
Cowhides have not been so cheap as 
now in many years; in fact, one must 
delve into the files of 1894 in order to 
find a parallel figure. Belting, har- 
ness, luggage and all sorts of leather 
goods are considered at the bottom 
of the price valley. Some observers 
declare it is not likely that they will 
long remain so. Tanners insist that 
leather has reached its lowest figure. 


BUILDING CONTRACTS 


Building contracts let since Jan. 1 
have registered some improvement, 
though it is only moderate. Most of 
the betterment seems to be in the 
residential field, although there are a 
number of large industrial projects 
under way in the Chicago area; these, 
however, offer no true indication of 
current conditions, since the plans 
were laid down before the present sit- 
uation developed; nevertheless, the 
fact that the plans are being carried 
forward so steadily indicates a healthy 
faith in the future. Current volume 
in mechanics’ tools is still much un- 
der normal. 
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ATLANTA: 


(Atlanta office of HARDWARE AGE) 
ATLANTA, March 10. 


HE volume of hardware sales in 
I the Atlanta territory evidences 
very little change during the 
past two weeks; however, jobbers re- 
port some improvement in February’s 
business over the preceding month, 
but considerably under the same 
month last year. Retail dealers con- 
tinue to confine buying to immediate 
needs and reports from the territory 
indicate that their stocks are low. 


SPRING GOODS 


The demand for agricultural imple- 
ments and farm tools is lightening up 
and orders are increasing on the reg- 
ular line of spring merchandise. 
Sereen goods, screen wire, refrigera- 
tors, hoes, rakes and other spring 
merchandise is beginning to show de- 
mand and is expected to show steady 
improvement as seasonal weather ad- 
vances. 


PRICE TENDENCY 


The price tendency is rather steady 
at this time and while some few 
changes have been made during the 
past two weeks, all have been of minor 
importance and jobbers seem inclined 
to sustain present schedules as near 
as possible. 


BONUS LOANS 


The soldiers’ bonus loan bill passed 
recently is expected to help trade here 
considerably. An immediate influx of 
the large sums of money being re- 
ceived by ex-service men into the 
business channels of the city and State 
is based upon indications that hun- 
dreds of veterans will make purchases 
of the daily requirements of them- 
selves and families that have been 
delayed through force of necessity 
and enable many of them to pay up 
past due accounts. 


Bank Says March Will Test 
Extent of Business Recovery 


March will serve to test the extent 
of the upturn in business that is so 
far apparent, according to the current 
monthly business review by _ the 
Chatham Phenix National Bank & 
Trust Co., of New York City, which 
says: 

“The month of March is expected to 





AT A GLANCE 


The current volume _ con- 
tinues to hold its own at re- 
cent levels. Spring merchan- 
dise is in better demand. 

% £ & 


It is believed that bonus 
loans will help trade consider- 
ably. The price tendency is 
rather steady. 

* * & 


Construction activity has re- 
lieved the unemployment sit- 
uation to some extent. A large 
building program is under way 
in the South. 


te £ & 


Agricultural conditions have 
improved. The banking situa- 
tion has a better status than in 
some time. 











EMPLOYMENT 


Building and construction activity 
has aided the unemployment situation 
considerably since the first of the 
year, although many industrial plants 
continue on a part time basis. A sur- 
plus of textile mill workers is quite 
noticeable in many textile centers and 
from some sections come reports that 
mills have suspended operations. Com- 
mercial construction projects and the 
building of highways in Georgia is 
expected to give employment to 6000 
men for practically the entire year. 
Of this force about 500 will be em- 
ployed by the State Highway Depart- 
ment and the remainder by individual 
contractors. 


AGRICULTURE 


The South’s farmer-banker-business 
man cooperative program which orig- 
inated some time ago is sweeping this 
section in an expansion campaign and 
already 117 counties in Georgia have 
organized for prosperity. This is ex- 


provide a measure for the vitality of 
the upturn in business activity that 
began to develop soon after the open- 
ing of 1931. 

“The next thirty days will be scru- 
tinized closely to learn whether im- 
provement from the low of November 
and December is merely a seasonal 
gain or whether it contains the vigor 
that is necessary to lift industry and 
trade completely clear of recession. 


Sales Volume Shows Very Little Change 


Price Revisions Are of Minor Importance 


pected to revolutionize the farming 
industry and offer a solution to the 
farmers’ problem of a livelihood and 
put farming on a paying basis. 


CONSTRUCTION 


More than $750,000,000 will be spent 
in the southern States in new con- 
struction work in 1931. These figures 
do not include the South’s portion of 
approximately $1,000,000,000 of Fed- 
eral, State and county highway con- 
struction, which is said to be of par- 
ticular importance this year because 
of its large consumption of labor and 
building materials. Showing a _ go- 
ahead in the first month of the new 
year as compared with the last month 
of the old year, the southeastern ter- 
ritory produced a total of $12,742,800 
in construction awards in January, 
according to F. W. Dodge Corp. This 
territory includes the Carolinas, Geor- 
gia, Florida, Alabama and eastern 
Tennessee. Georgia made the best 
relative showing in larger contem- 
plated work reported for the month, 
although its total was not so great as’ 
a year ago. 


BANKING 


Bank clearings for Atlanta and ad- 
joining cities, according to recent re- 
ports of the Bureau of Business 
Research of the University of Geor- 
gia, show a loss from January a year 
ago and the preceding month of 22.4 
per cent and 9.9 per cent respectively. 

A sharp decline in the number of 
bank suspensions and the resumption 
of business by a large number of pre- 
viously suspended institutions are en- 
couraging features of the monthly 
review of the Federal Reserve Board 
of the Federal Reserve Bank of At- 
lanta. Thirty North Carolina banks 
that have closed in the last three 
months will be reopened within the 
next 10 days, it was announced by 
chief State bank examiner. 


“February brought better business 
than January and January was better 
than December. This is a generaliza- 
tion that might be inclosed in quota- 
tion marks because it is the reply that 
is on the lips of many business men 
in answer to the oft-repeated query: 
‘How’s business?’ It means that con- 
fidence or business sentiment is vastly 
improved, and that is deeply satisfy- 
ing.” 
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TWIN CITIES: 222s: 
¢ Business Makes Slight Gain 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, March 10. 

OSSIBILITIES of having a good 
P start for a crop this year were 

greatly improved over much of 
the territory served by the Twin Cities 
by a fall of several inches of snow 
and hopes for a better year than last 
were strengthened. 


BUSINESS GAINS 


Business in general has gained 
during the first part of this month, 
although the gain is perhaps very 
gradual. Shipments of spring mer- 
chandise are moving out from jobbers 
to retailers in better volume, and the 
public is beginning to show interest 
in goods of this description. Steel 
goods for garden and farm work, and 
golfing equipment, are already much 
in evidence in the stores. The fish- 
ing fan is planning his season’s con- 
quests and beginning to investigate to 
see what is new in tackle. 


TIRE OUTLOOK 


With the unusual open winter, many 
car owners have driven much more 
than usual, and this, tire dealers be- 
lieve, will mean the sale of many more 
tires as soon as warmer weather has 
its effect on present tire equipment. 
The low prices on tires will without 
doubt stimulate buying to some ex- 
tent also, and dealers are anticipating 
a good sales volume. Sale of radiator 
antifreeze and of other winter neces- 
sities has lagged, due to mild tempera- 
tures. 


RADIO DEMAND 


Demand for radios has already felt 
the effect of the usual seasonal de- 
crease. The midget sets are still the 
favorite for the year, and continue to 
constitute a large part of the busi- 
ness. This naturally cuts the dollar 
volume of this class of merchandise. 


SPRING LINES 


Other signs of spring’s approach 
are seen in displays of marbles and 
roller skates in store windows, and 
the use of them by the children in the 
streets. With the absence of snow 


these lines should have an earlier 
start than usual, and dealers are 
stocking up with this in mind. Chil- 





AT A GLANCE 


Agricultural prospects have 
brightened. Business in ‘gen- 
eral has shown some improve- 
ment. 

* 8 # 

Spring merchandise is fair- 
ly active. Prospects are con- 
sidered good for an active auto 
tire demand. 

* % & 


Midget radio sets are quite 


active. Roller skates are a 
lively item. 
* % # 

Staple lines are in fair de- 
mand. Prices show little 
change and quotations on 
many spring lines appear here- 
with. 











dren’s wheel goods are starting to 
move better also. 


STAPLE GOODS 


The general demand for stock items 
continues to show a fairly good vol- 
ume. Dealers are still in the process 
of gradually rounding out their stocks 
to meet the regular demand from their 
trade. Orders are generally for small 
quantities, but the aggregate business 
is quite good. 


BUILDING ACTIVITY 


There is some slight activity in 
home building in this territory, but 
the season is young yet, and a fair 
amount of building is expected for the 
year. Dealers are reporting a few 
orders for finishing hardware for 
houses. Larger construction work is 
getting under way slowly, with pros- 
pects, if present projects materialize 
to a fair percentage, that the year 
will make a good showing. Several 
large public buildings are to be con- 
structed in the Twin Cities alone and 
others throughout the territory. 


SPRING PRICES 


The general level of prices shows 
but little fluctuation. Prices on many 
spring items follow: 


FORKS— 


Jackson, hay, 3-tine, bent, strap 


ferrule, 4 ft., $12.36 doz.; 4% ft., 
$12.84 doz. 

Jackson, manure, 4-tine, strap fer- 
rule, 4 ft., $1.87 doz.; 5-tine, 4 ft, 
$17.44 doz.; 5-tine, 4% ft., $17.81 doz. 


LAWN HOSE— 

5 in., 3.ply, Competition, 5 4c. ft.; 
5% in., 6 ply, Good Luck, 9c. ft.; % in., 
7 ply, Bull Dog, 12%c. ft.; % in., 5 
ply, Leader, 7c. ft.; % in., 5 ply, 
Leader, 8c. ft. 


LAWN HOSE— 

Molded, black, % in., Crackproof, 
500 ft. coils, 8c. ft.; 5% in., Wearso 
500 ft. coils, 7c. ft.; red, 5% in., Rubro, 
500 ft. coils, 7¥4c. ft.; black, % in., 
Reliance, 500 ft. coils, 6%c. ft.; 5% in., 
Black Swan, 500 ft. coils, 5c. ft. 


LAWN MOWERS— 

Philadelphia, Style A, 15 in., $18 
ea.; 17 in., $20 ea.; 19 in., $22.50 ea.; 
21 in., $25 ea. 

Pilgrim, 16 in., 5 blade, $15.25 ea.; 
18 in., 5 blade, $16.50 ea. 

Granite State, 14 in., 4 blade, $7.75 
ea.; 16 in., 4 blade, $8.40 ea. 

Elm Park, 16 in., 5 blade, $7 ea.; 
18 in., 5 blade, $7.50 ea.; 20 in., 5 
blade, $8 ea. 


MILK CANS— 


Railroad, Wide Neck, 8 gal., $2.90 
ea.; 10 gal., $3.10 ea. 


GLASS— 

A Grade, Single Strength, Minne- 
sota prices, 40 united inches and un- 
der, 87 per cent; over 40 united inches, 
86 per cent; Grade A, double strength, 
86 per cent. 


PLANTERS— 
Acme, potato, $10.25 doz.; corn, 
$10.75 doz. 


POULTRY NETTING— 
Hexagon, 63% per cent; straight 
line, 63% per cent. 


SASH CORD— 

Silver Lake, No. 8, 54c. Ib.; Red 
Seal, No. 8, 30c. lb.; Green Seal, No. 
8, 23c. lb. 


SASH WEIGHTS— 
Cast iron, $1.80 cwt. 


SOLDER— 
Strictly half and half, in 100 lb. 
boxes, 21%c. lb. 


WIRE— 

Smooth, black annealed, No. 9, 
$2.95 cwt.; galvanized, No. 9, $3.40 
ewt. F 
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CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, March 10. 
HILE district hardware job- 
bers indicate that business 
showed some improvement 
during February, they are not satis- 
fied with the demand. They are bend- 
ing every effort toward increasing 
sales without sacrificing prices to at- 
tract business. 


CURRENT DEMAND 


Current demand for March indi- 
cates that the month will be about on 
a parity with February and possibly 
this month will reveal a bigger volume 
of orders than last. Consumers, how- 
ever, are adhering to conservative 
buying policies and are not anticipat- 
ing their needs beyond the almost im- 
mediate requirements. Orders, while 
in fair number, still are for small 
quantities of goods desired. 


SPRING GOODS 


No items are attracting especial at- 
tention on the present orders. A 
slight warming of weather conditions, 
last month, stimulated slightly de- 
mand for roller skates, but with the 
return of wintry weather this slight 
spurt was over. Spring merchandise, 
generally, is not moving. Buyers in- 
dicate that they probably will need 
some items, but they do not wish to 
stock them until they know with rea- 
sonable certainty just what they will 
need and the quantity. 


RADIO SUPPLIES 


Demand for radio supplies, which 
last fall bade fair to bring in a large 
volume of business, has tapered 
sharply this year. All items, tubes, 
batteries, antennas and kindred items, 
are lagging and jobbers feel that busi- 
ness in this field will continue to be 
slow. 


AUTO TIRES 


Recent reductions in the prices on 
automobile tires, which were expected 
to stimulate demand, has not produced 
the anticipated improvement. In fact, 
tires are just about as slow as all the 
other items on the list, except, of 
course, the items that are now out of 
season. 





AT A GLANCE 


March business, so far has 
been on a parity with that of 
February. Spring merchandise 
has not moved with the usual 
briskness. 

* 8 8 

Both dealers and wholesal- 
ers are dissatisfied with current 
business and are bending 
every effort toward increasing 
sales. 

* 8 & 

It is believed that the slight 
betterment in general business 
conditions is the forerunner of 
an uptrend. 

* 8 & 


The effect of bonus loans on 
trade is being debated. The 
iron and steel industry has 
shown slight improvement. 











RETAIL TRADE 


District hardware retailers continue 
to complain of the present condition 
of business. Recent survey of sales in 
all retail stores, both hardware and 
mercantile, showed a slight improve- 
ment last month, but hardware retail- 
ers indicate that business is still far 
from satisfactory. Like the local job- 
bers, the retailers are maintaining 
quotations without trying to create 
any false increase in business. 


GENERAL SENTIMENT 


The general market feeling, both in 
hardware and other markets, is that 
the very slight betterment is the fore- 
runner of the anticipated uptrend. Of 
course, nothing phenomenal is ex- 
pected, but just a gradual, substan- 
tial improvement in conditions. 


BONUS LOANS 


Following the passage of the sol- 
diers’ loan bill by the Federal Con- 
gress last week, certain local busi- 
ness men forecast increased business 
as war veterans received their money 
from the Government. On the gen- 
eral theory that the bill released more 
money for the consuming public to 
spend, these business men indicated 
that a stimulation of retail business 


Current Volume Is Disappointing 
$ Gradual Upturn Is Anticipated 


will result. In other quarters this 
theory has been criticized and it is 
only a matter of time until the correct 
theory will be known. 


FARM OUTLOOK 


Recent rains in this district have 
encouraged farmers. It is said in some 
quarters that the drought of last 
summer has proved to be a blessing 
in disguise in that harmful acids and 
soil conditions inimical to crops were 
removed by the long period of aridity. 
Some farmers say that the soil is now 
mellow and in very fine condition for 
producing good crops. This, of 
course, is dependent upon sufficient 
rainfall this spring to stimulate the 
proper growth, 


STEEL AND IRON 


The pig iron and steel trade indi- 
cates that the uptrend has begun in a 
small way. Local dealers in pig iron 
have reported better sales during the 
last few weeks than in January and 
local foundries have begun to in- 
crease, though slightly, the melt. Sev- 
eral sizable inquiries for pig iron 
have been received and orders of more 
substantial proportions than hereto- 
fore have been booked. 


An, encouraging feature of the lo- 
cal pig iron market is the fact that 
consumers are accepting shipment of 
material and no delay is being sought. 
This would indicate that consumers 
are finding use for the iron in their 
own product, which in turn must be 
finding a way out of the shops. 

Local steel mill operators report 
that business for the last four or five 
weeks has been sustained above the 
50 per cent level. Accordingly, op- 
erations of these mills have beeui at a 
better rate than during the preced- 
ing several months. The demand is 
for immediate requirements and for 
the most part buyers are asking for 
almost immediate shipments. 


EMPLOYMENT 


Employment has shown relatively 
no change. A large number of men 
are still without employment and lo- 
cal governmental agencies are bend- 
ing every effort to assist these men. 
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NEW YORK: 


NEw YorRK, March 10. 

N keeping with the somewhat im- 
I proved demand, which first started 

to register late in February, the 
current sales volume continues to 
show gradual improvement. While the 
increased activity is largely attributed 
to seasonal factors, some minor gains 
in basic conditions have also exerted a 
stimulating effect. Dealers who have 
postponed ordering spring merchan- 
dise have, it appears, been forced by 
the approach of the season to place 
their orders. Retail stocks have gen- 
erally been at abnormally low levels 
and replenishments are being made to 
expand stocks in preparation of the 
consumer demand which will soon de- 
velop. The fact that most spring 
lines are of the essential type and 
often serve to effect economies for 
users is expected to create a nearly 
normal volume of sales in goods of 
this class. 


ACTIVE LINES 


Fertilizers, insecticides and fungi- 
cides have started to move out to 
dealers. Some hardware dealers are 
handling flower bulbs, in addition to 
garden seeds, with considerable suc- 
cess. Several dealers located near 
bathing beaches have discovered that 
beach and lawn furniture of the fold- 
ing type has a ready sale. Early in- 
terest in folding furniture is keener 
than ever and many merchants intend 
to stock the line during the coming 
summer for the first time. Garden 
pottery is another line fast growing 
in dealer favor, especially in the sub- 
urbs. Some of the most active items 
on current orders are: Lawn mowers, 
lawn hose, hose reels, lawn fence, 
poultry netting, screen wire, garden 
tools, lawn rollers, hardware cloth, 
step ladders, painting: materials, house 
cleaning supplies, hedge shears, prun- 
ing tools, prepared roofing, sheathing 
paper, glass substitutes and poultry 
supplies. 


HOUSEFURNISHINGS 


The demand for housefurnishings 
has been stimulated by weather con- 
ditions which were favorable to early 
spring house cleaning activities. Car- 
pet sweepers, oil mops, polishes, 
cleaners, cleaning cloths and similar 
items are in active demand. Special 
sales of housewares are being fea- 
tured in many hardware stores. This 
has created a good demand for a wide 
variety of items having an appeal to 
housewives. ‘ 





AT A GLANCE 


Gradual improvement con- 
tinues to register in the de- 
mand for spring lines. Deal- 
ers are replenishing depleted 
stocks. 

* % & 

Most spring items are quite 

active and further improve- 


ment is indicated. House- 
wares are in good demand. 
* # & 


Staple lines are only moder- 
ately active, although building 
programs are expected to re- 
sult in increased activity. 

* * ¥ 

Price continues to be a big 
factor. Sentiment is better. 
Wholesale sales in January 
showed a substantial decline. 











STAPLE LINES 


Most staple lines are in moderate 
demand, but increased activity is ex- 
pected in the near future. When 
spring building programs get under 
way it is thought that staple lines, 
especially those used in construction 
projects, will enjoy a much better de- 
mand. Residential construction in 
the suburbs is expected to show a 
gain, while considerable public works 
construction is contemplated in the 


. metropolitan area as an aid in re- 


lieving the unemployment situation. 
Price concessions are being granted 
rather freely on most staple lines 
where a sizable order is involved. 


PRICE BIG FACTOR 


Price is a big factor at the present 
time, as competition for business is 
very keen. In fact, it has been aptly 
characterized as a “buyers’ market.” 
This is particularly true of some 
spring lines, although quotations on 
many lines are being well maintained 
at established figures. With firmness 
becoming apparent in the prices for 
raw materials, such as cotton and 
copper, some advances seem likely. 
List prices on several types of mazda 
lamps have been reduced by leading 
manufacturers. No other price re- 
visions of importance have recently 
been announced. 


Mild Improvement Continues to Register 


Spring Merchandise Is Quite Active 


TRADE SENTIMENT 


Manufacturers and jobbers’ sales- 
men report a better sentiment among 
the trade. It seems to be the consen- 
sus of dealer opinion that gradual im- 
provement may now be_ expected 
which wiH become more pronounced 
by midsummer. ; 


WHOLESALE TRADE 


The current monthly review of 
business and credit conditions for the 
month of January issued by the Fed- 
eral Reserve Bank states that whole- 
sale trade in this district averaged 25 
per cent below a year ago. The sales 
of cotton goods, shoes, hardware, 
stationery, paper and jewelry con- 
tinued to be substantially smaller than 
a year previous, and the sales of men’s 
clothing showed the largest decrease 
from a~ year previous, during the 
period covered by this bank’s records. 

The percentage of change in whole- 
sale hardware sales in January, 1931, 
as compared to December, 1930, 
showed a decrease of 34.1 per cent. 
Stocks by the same comparison were 
6.5 per cent larger. Net sales for 
January, 1931, as compared with the 
corresponding month of the previous 
year, declined 22.9 per cent, while 
stocks by the same comparison were 
14 per cent smaller. The per cent of 
outstanding accounts Dec. 31, col- 
lected in January, were 46.2 per cent 
in 1931, as compared with 51.6 per 
cent in 1930. 


COPPER IS FIRM 


The copper demand is quiet, but 
quotations are holding firm at 10%c. 
per pound in the domestic market. 
Still higher prices for the red metal 
are being predicted. The American 
Brass Co. recently advanced prices of 
copper and brass products following 
the advance in copper to 10%c. 


CREDIT SITUATION 


The credit situation, while leaving 
much to be desired, by both dealers 
and wholesalers, is considered fairly 
satisfactory in view of prevailing con- 
ditions. Past due accounts are being 
closely watched in most wholesale 
establishments. As a result of this 
vigilance the percentage of whole- 
salers’ outstanding accounts is be- 
lieved to be less than that of many 
dealers. 
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It has been known in the trade 
for a long time that Remington 
had perfected a Kleanbore primer 
for shot shells. It is generally 
conceded that Remington’s su- 
periority in the manufacture of 
this type of primer will give 
Kleanbore Shot Shells the same 
position of leadership that is en- 
joyed by Kleanbore Metallics. 


I have been asked why we 
didn’t announce the new green 
shells sooner. It is obvious that 
we could have done so, since the 
- new primer was in all the sheils 
we put out last year. Our reason 
for delaying the announcement is 
explained by the extent of our 
interest in the hardware business. 
No other manufacturer of arms 
and ammunition distributes near- 
ly as many goods through hard- 
ware channels as we do. We are 
keenly alive to the responsibili- 
ties and obligations that this pre- 
eminent position entails. 


A sudden and ill-considered 
change by Remington would have 
a far more upsetting effect than 





The Greatest Value Ever Offered—The 
Remington Standard American Dollar 
Pocket Knife 











REMINGTON ARMS COMPANY, Inc. 


such a change by a manufacturer 
whose goods are less widely dis- 
tributed. 


We have tried to bring out the 
new green shells in a way and at 
a time that will cause the least pos- 
sible inconvenience to our good 
friends, the hardware jobbers and 
dealers. Any stocks you may have 
on hand now are almost sure to 
be Kleanbore even if they are in 
the old boxes and red shells. We 
will gladly supply you with Klean- 
bore stickers to paste on these 
goods. 


RS PLEA 2RL- 
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Originators of Kleanbore Ammunition 


25 Broadway, New York City 


© 1931 R. A. Co. 
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BOSTO 


(Boston Office of HARDWARE AGB) 


Boston, March 10. 

ENTIMENT among New Eng- 
S land retail hardware dealers is 

decidedly more optimistic this 
month. It finds expression in a larger 
volume of orders for wholesale houses. 
Not only is the retail trade buying 
more frequently, but orders for indi- 
vidual items are more liberal and an 
increasing number of items is found 
on each order. It being a sort of be- 
tween season, current activity is very 
largely confined to the general line 
carried by wholesalers, although mer- 
chandise that may be needed in April 
and May is increasingly prominent in 
the day to day orders. 

It is not inferred that business is 
brisk, but it is so much better than 
it was in the closing days of February 
one is impressed by the improvement. 
Hardware sentiment is unquestionably 
molded to some extent by the slow yet 
gradual improvement in general New 
England industrial conditions. Shoe 
factories, cotton and woolen mills and 
allied lines certainly are on a better 
business footing than they have been 
in many months and they go to make 
the business life of many New Eng- 
land communities. 


FAVORABLE FACTORS 


Favorable developments since last 
reports include the settlement of the 
textile strike at Lawrence, Mass., 
workers having voted to return to 
work by an overwhelming majority. 
Numerous price advances have been 
made on finished cotton goods. Brass 
and copper products have been ad- 
vanced. Wholesale prices of various 
kinds of food, including lamb, potatoes 
and eggs, are higher; the cost of raw 
wool has advanced; crude rubber 
prices respond more readily to any 
buying spurts. 

The Westfield Nut Co., Westfield, 
Mass., having obtained substantial 
orders from automobile manufactur- 
ers, is reopening its plant. The Axtell 
Co. and the Package Machinery Co., 
Springfield, Mass., have prospects of 
increasing production in 1931, and the 
Cheney Bigelow Wire Works of that 
city recently took the largest order in 
its history. The Goodell-Pratt Co. 
and the Millers Falls Co., manufac- 
turers of small tools and electric 
drills, have merged. And perhaps best 
of all there is a decrease in unem- 
ployment throughout New England. 





AT A GLANCE 


Spring goods, particularly 
garden tools, are moving out 
of jobbers’ stocks. . 

* * # 

Pruning saws and grafting 
wax are engaging the attention 
of retailers. 

* % # 

Influx of buying lifts roller 

skate sales above those of a 


year ago. 
* # 


Jobbers taking orders for 
poultry netting, wire cloth, 
screens and doors. 











SPRING GOODS MOVING 


Added to the increased buying for 
current retail needs is the movement 
of goods out of jobbers’ stocks that 
were contracted for by the retail trade 
some weeks ago. All kinds of garden 
tools are moving in liberal volume, and 
quite a little rubber hose has figured 
in recent shipments. The jobbing 
trade is therefore busier than it has 
been before this year. 

An analysis of the orders received 
by jobbers each day discloses the fact 
that retailers in cities are the most 
important buyers just now. The so- 
called country trade is comparatively 
inactive. Main country arteries are 
kept free of snow, but side roads are 
clogged with winter’s clothing, mak- 
ing it impossible for farmers to do 
much if any outside work! 

Fears of New England suffering 
from a continuation of the drought 
have been dispelled. It is now be- 
lieved the subsoil has sufficient mois- 
ture to carry crops well along to ma- 
turity. In that case, the country 
hardware dealer should be.a busy man 
from April until harvest time. 


WINDOW GLASS MOVING 


The movement of window glass out 
of local jobbing stocks the past week 
was especially heavy. It is quite 
evident that retail stocks are badly 
broken. Pruning saws and grafting 
wax are beginning to engage the at- 
tention of retailers. There has been a 
sudden influx of orders for roller 
skates, bringing bookings well above 
those of a year ago, according to 
jobbers. 

Insecticides are selling better than 
they were, but should grow progres- 
sively more active as March advances. 


. Dealer Sentiment More Optimistic 
¢ Business Shows Mild Improvement 


Jobbers are rounding up orders for 
poultry netting, wire cloth, screens, 
screen doors and combination doors. 
It is believed retail stocks of such 
merchandise are quite limited and 
that 1931 will be a big year in them. 


PRICE STABILITY 


Another week has passed without a 
change in hardware prices important 
enough to warrant citation. There is 
some talk of lower prices for automo- 
bile tires, but people who suggest such 
a change admit they have no news of 
authority. 

The stability of hardware values is 
beginning to dissipate the feeling en- 
tertained by retail dealers that gen- 
eral reductions will be made in 19381. 
At least one hears less talk among re- 
tail dealers about price cuts. To be 
sure, there are still some weak spots 
in the hardware price structure, but 
these are not visible to the hardware 
trade in general. 

Some retailers heretofore most 
ardent in their views regarding pend- 
ing price reductions now admit that 
perhaps business can get along with- 
out any further liquidation of values; 
that perhaps hardware manufactur- 
ers long ago discounted the business 
depression. 


COMPENSATION CERTIFICATES 


Although there was a rush of sev- 
eral thousand war veterans through- 
out New England to cash in on their 
compensation certificates, many more 
thousands are hanging on to their cer- 
tificates, believing them to be best 
sort of paid-up insurance. Most of 
those who have borrowed money on 
certificates needed the cash for food, 
clothing and rent, consequently hard- 
ware dealers have received little ben- 
efit from the additional money put into 
circulation. 


DRESSING UP STORES 


One of the surprising developments 
in hardware, in view of the general 
business depression, is the moderately 
large number of retail dealers who are 
improving the general layout of stores 
through the introduction of new fix- 
tures and by a rearrangement of gen- 
eral layout. Such activities have de- 
veloped since the retail hardware con- 
vention in Boston during the latter 
part of February. It would appear, 
therefore, that the convention accom- 
plished one thing if nothing else—an 
awakening of the retailer’s interest 
and pride in his own store. 
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THOSE ENGINES 


LIGHTER? 


... 50 they even hollow-drilled the bolts 


“wAtiminaTE all possible excess weight,” was 

E the order received by the engineers of a 
famous airplane engine manufacturer. 

Weight was eliminated. They even drilled 
holes in the barrels of the bolts to make them 
lighter, reaching the minimum weight com- 
patible with the necessary stréngth. — 

These hollow-drilled bolts, excellent ex- 
amples of engineering skill, made the famous 


engine lighter and thus contributed to 
greater efficiency. They were strong 
and they were light; made of a high- 
grade, special alloy steel. They were 
a distinct credit to the intelligence and 
craftsmanship of eminent airplane en- 
gine designers and machinists. 

Cost was not a primary considera- 
tion. These bolts were expensive be- 
cause of the high cost of drilling the 
hole vertically through the head and 
barrel of each bolt. The work was done 
slowly, carefully, in the engine com- 
pany’s own machine shop. 

The bolts cost 64 cents apiece, and 
eleven of them were used to bolt every 
engine together. 

One day, an R B & W salesman 


called at the airplane engine fac- 
tory. He believed he might be able 
to save the company money on engine 
bolts, and took one of the 64-cent 
bolts to the R B & W Engineering 
Service Department. 

After a consideration of the problem, 
the salesman was able to sell the en- 
gine makers a standard R B & W Bolt, 
without the expensive drilled hole, 
which possessed these outstanding 
advantages: 

1. It weighed only half as much as 
the former drilled-barrel bolt. 

2. It possessed greater strength than 
the drilled-barrel bolt. 

3. It cost 4 cents, instead of 64 cents, 
a not unwelcome saving. 








Bees 1845 R B & W Empire Bolts and Nuts have been the standard of 
American industry. When you stock and sell the Emp1re line you capitalize 
on the prestige and the known, dependable quality that have kept the patron- 
age of industrial users for generations. Specify Empire Bolts and Nuts on 
your next order to your jobber. 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 
ROCK FALLS, ILL. CORAOPOLIS, PA. 


SALES OFFICES AT 


PORT CHESTER, N. Y. 


Los Angeles Seattle Portland, Ore. 


San Francisco 


Philadelphia Detroit Chicago 
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MEMPHIS: 


(Memphis Office of HARDWARE AGE) 
MEMPHIS, March 10. 


HERE are many indications of 

i improvements in conditions 

since our last report, but so far 
there is little actual change in condi- 
tions. Reports from rural districts, 
gathered through and by contact with 
salesmen, all indicate that there is a 
change in the feeling of dealers and 
consumers, There appears to be a 
feeling that they can now profit by 
buying certain grades and amounts 
of merchandise and on that presump- 
tion they are glad to exchange the 
cash they have for merchandise. 

There is little perceptible increase 
in the actual amount of merchandise 
moving, but the satisfaction in the 
fact that business is being transacted 
with better feeling is largely in the 
hope and expectation that this better 
feeling will develop into volume. 
There is little in the immediate sec- 
tion, however, to build hopes or ex- 
pectation of immediate material and 
permanent increase. We are very 
greatly in hopes that the early fall 
and perhaps the late summer munths 
will bring a decided change for the 
better in a permanent way. 

In the meantime, we have such mat- 
ters as the seed and farm loans and 
loan on soldiers’ service certificates, 
also public works and the different 
building programs to supply demands, 
and these will help, but a permanent 
and substantial increase cannot come 
until we realize something that will 
put money into the hands of the peo- 
ple generally, and that requires a new 
crop or at least the realization of the 
surety of a new crop. 

Our prediction, therefore, is that 
late July or August will bring us to 
the real turning point. In the meantime. 
the local situation is improved. One 
prominent wood working plant is now 
running 12 hours per day and has 
added 200 men since Jan. 1. A local 
body manufacturer is now running 24 
hours per day, has added 350 men to 
their payroll since Jan. 1. A number 
of smaller plants have increased their 
forces and several lumber mills that 
have been down for months have re- 
sumed operations. This is the sweet- 
est kind of music. Folks are feeling 
better. The people of Memphis have 
their minds on the future and are go- 
ing forward. 


RIVER WORK INCREASING 


Lieut. M. W. Gilland, head of the 
navigation section of U. S. Engineers’ 





AT A GLANCE 


Many indications of im- 
provement in the near future 
are in evidence. Dealers and 
consumers are expressing more 
confidence over prospects. 

* % # 

River work in the Memphis 
district is increasing. Seed 
loans have shown a marked 
increase. 

* & & 

A huge public improve- 
ment program is under way in 
Louisiana. Prices are prac- 
tically unchanged. 

* % # 


February sales were little 
changed from those of the 
preceding month. Seasonal 
merchandise is in better de- 
mand. 











local office, in an address before the 
Kiwanis Club recently, stated that the 
river work handled out of this office 
has increased during the past few 
years until this year it will amount to 
$6,000,000 and that at the present rate 
of increase it will within five years 
increase to around $10,000,000. He 
said that a total of 75 per cent of the 
flood work now being done in the 
United States is done in the Memphis 
district. , 


SEED LOANS INCREASE 


A very marked increase in Govern- 
ment seed loans has necessitated an 
increased office force and greater of- 
fice facilities. This necessity has been 
met and disbursements will be han- 
dled in future with greater dispatch. 
It is stated that more than $3,000,000 
in loans has been extended to farmers 
in drouth-stricken areas through this 
office. 

Another very great help to small 
farmers and tenants through the me- 
dium of this loan is the fact that it 
has been extended to cover food sup- 
plies and is available to all small 
farmers to a limit of $1,000. 


LOUISIANA FORGES AHEAD 


The old State of Louisiana and es- 
pecially the city of New Orleans are 
showing their heels to other States 
and cities in the South this year. Ap- 
propriations for public improvements 


Trade Sentiment Shows Improvement— 


Prices Are Practically Unchanged 


that are now actual realities amount 
to $150,000,000 and this vast sum of 
money turned loose in any State is 
sure to make times look up. 

These improvements cover a very 
wide field, Such as: New schools and 
colleges, lake to Gulf waterways, hos- 
pitals, belt bridge over Mississippi 
River, wharf facilities, paving and 
road construction, intercoastal canal 
and spillways and new boats. 


PRICES UNCHANGED 


There have been a few minor 
changes during the past two weeks, 
but manufacturers are evidently 
waiting to see what the second quar- 
ter will bring forth in the way of 
changes in prices of raw materials. 
Our opinion is that changes in base 
materials will not justify anything 
more than minor adjustments in fin- 
ished goods and we look for few 
changes and more stability of prices 
in the third quarter. 

Ammunition prices seem to have 
reached a level something like 10c. 
below last year and orders are being 
booked more freely. 

Nails and wire are firmer and indi- 
cations are that manufacturers and 
jobbers have about reached the low- 
est level of price that they care to 
quote and cutting has about ceased. 

Screen wire and poultry netting 
prices are also becoming more stable 
and are firming up as the season pro- 
gresses. 

Cotton rope is now being quoted at 
16c. to 18c. per lb. for standard grades 
and seems to be resting on this price 
basis with more firmness than has 
been noted at any earlier date this 
season, 

Cotton itself continues to show some 
advance and considerable firmness. 


FEBRUARY SALES 


Sales in February were very little 
changed from January. Dealers are 
more willing to consider purchases of 
goods for use later in the spring and 
summer and during the fall season. 
They are buying more freely such 
goods as field and garden tools, screen 
wire and screen doors, cotton back 
bands and spring leather goods, lawn 
mowers, automobile tires, fishing 
tackle and, for fall, loaded shells, 
cartridges and shotguns and rifles. 
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List 
$7.50 Each 


No. 112 
Princess 





LOVIELIL 


FLYER WRINGER 


at 


A Most Attractive 
Price 


Just what is wanted for Special Sales 


Will help you to sell other wringers and washday goods. Strictly first quality rock 
maple frames, varnished. Rolls 12 x 134”. Warranted for three years. 


Packed one in a Carton. Three to a Shipping Container. 


Wringer will be withdrawn April Ist. 


LOVELL MANUFACTURING COMPANY, ERIE, PA. 
































Hot of th® Nail Ke 


Little yarns that others have laughed over 


culled from various sources. As a contem- 
porary puts it; “Some of them have been 


copied, the rest will be.” 












A MATRIMONIAL CHART | 


A customer sat down at a | 


The moon, says a radio ex- | 


by means of which it is easy | table in a smart restaurant | pert, throws back the wire- 


to judge how long any given 
couple has been married. 
If he goes shopping ‘tor | 


earries all her bundles for 
her without a word—two 
months. 


If he listens intently to all | 
the details of the Thursday | 
Afternoon’ Bridge Club— | 
under six months. 

If she tries so hard to per- | 
suade him to go out with the 
boys for an evening, and he 
won’t go—three months. 





If he goes—over three | 
months. 
If she believes she has | 


married “the only man in| 
the world”—four days. 

If he finds all his buttons 
sewed on and his’ socks 
darned—seven months. 

If she insists that he in- | 
vite his mother down more 
often—three weeks. 

If he calls her mother “an | 
old dear” and her father “a 
brick”—three weeks. 

If she asks him to tell her 
about “the office” — five 
months. 

If he complains about the 
steak being too well done— | 
one year. 

If he would rather sit by 
the fire than go out—two 
weeks or twenty-five years. 

If they play every hole on | 
the links and come in smiling 
—you’re all wrong, brother, | 
they’re not married at all! 





Passenger (in airliner): | 
“Is New York the next | 
stop?” 

Porter: “Uh huh, yes sah, | 


brush you off, sah?” 
Passenger: “No, 
I'll get off myself.” 


thanks; | 





Ill-equipped boats can sail | 


smooth seas. Real worth | 
comes out in storms. | 


| concerned 


and tied his napkin around 


dalized, called a boy and said 
to him: 


“Try to make him under- | 


stand as tactfully as pos- 
sible that that’s not done.” 

Boy (seriously to  cus- 
tomer): “A shave or a hair- 
cut, sir?” 





“D’ja ever ride a _ horse 
before?” asked the stable 
sergeant. 

“No, sir.” 

“Ah! Here’s just the ani- | 


He has never 
You can break 


mal for you. 
been ridden. 
each other in. 





Investigators find that milk 
can be kept in cold storage 
indefinitely. That’s the way 
a lot of the milk of human 


| kindness is kept.—Arkansas 


Gazette. 





A Memphis man has a 
We don’t know anything that 


gets less wear. — American 


| Lumberman. 





The millennium will be 
here when nations really love 


ambassadors say they do.— 


| San Diego Union. 





It requires the same kind | 


make hard 
muscles. 


of thinking to 
times and soft 
Brunswick Pilot. 








The bride was very much 
at seeing twin 
beds in their bridal suite. 
“What’s the matter, dear- 
est,” asked the 
bridegroom. 


“Why, I certainly thought | 
we were going to get a room | 


all to ourselves 


| his neck. The manager, scan-| We don’t blame 


| less waves from the earth. 
it. — The 
| Humorist. 





Another lesson of the| 
Great War is that helping 
the underdog merely places a | 
new dog on _ top.— Manila 
Bulletin. 





The living the world owes 
| you is as hard to collect as 
‘any other bill. — Greenville | 
| Piedmont. 


In a last effort to make 


jrunt golf both difficult and | 


| simple, they might roll the 


| ball down a hole and dig it 


| family Bible 315 years old. | 


/each other as much as their | 


attentive | 


out dog-fashion. — Wheeling 
Intelligencer. 





Modern progress is indeed 
wonderful. It has made it 
possible for a man to get in- 
digestion and a remedy for 
| it at the same drug store.— 
Louisville Times. 





A millionaire attributes 
much of his success to golf. 
Most men owe their golf to 
success.—The Humorist 
(London). 





In a little while all na- 
| tions will have tariff walls, 
and then they can all get 
rich by charging themselves 
too much.—Everett Herald. 





A college professor and 
his wife were entertained at 
dinner a few weeks ago. In 
the midst of the gayety at 
the table a child’s voice was 
heard coming from the floor | 

| above. 

“Mother!” 

“What is it, Archie?” she 
asked. 

“There’s only clean towels | 
in the bathroom. Shall I 
| start one?” 


| about yourself. 


There’s always a price that 
is lower, 
Take it from me, it’s no 
guess; 


| There’s always somebody will 


make it more shoddy, 
And sell it for quite a bit 
less. 





The gentleman had sent 
for a plumber to fix an up- 
stairs tap, and as he and his 
wife started downstairs they 


| met the plumber coming up. 


The gentleman stopped the 
plumber and said: 

“Before I go downstairs I 
would like to acquaint you 
with the trouble.” 

The plumber politely re- 
moved his hat and mur- 
mured: 

“Pleased 
ma’am.” 


to meet you, 





A tourist was enjoying the 
wonders of California, as 
pointed out by a native. 

“What a beautiful grape- 
fruit,” he said, as they 
passed through a grove of 
citrus trees. 

“Oh, those lemons are a 
bit small, owing to a com- 
paratively bad season,” ex- 
plained the native son. 

“And what are those enor- 
mous blossoms?” asked the 
tourist. 

“Just a patch of dande- 
lions,” said the Californian. 

Presently they reached the 
Sacramento River. 

“Ah,” said the _ tourist, 
grasping the idea, “some- 
body’s radiator is leaking.” 


Doctor: “The thing for you 
to do is to stop thinking 
Lose your- 


self in your work. By the 


| way, what is your occupa- 


tion?” 


Patient: 


“Tm a cement 


| mixer.” 
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Shimmy 
Wiggler 






Dixie 
Wiggler 





Jazz 


Oriental f 
Wiggler 


‘AL FOSS 
‘MOUSE 


IN, Nol5S 
CW 


New Egypt 
Wiggler 





Wiggler 


THE ORIGINAL “SURE SHOT” 
FISHING SYSTEM 


nothing else succeeds. To prove this 
to yourself 


Make This Test 
Take two casting rods. Rig one with 
an Al. Foss Bait. Use anything you 
like on the other. Make alternate 
casts with each rod. You will always 
catch more fish on the Al. Foss bait. 


The Mouse shown above is the latest 
in the Al. Foss line —it weighs % oz., 
sells for $1.00—bass, 
pike, wall-eyed pike and 
muskies take to it like a 
cat to cream. 


ERE is a five course, table d’‘hote 
fish dinner all ready to hand 
to Mr. Fin in a single serving. 


The flashing spinner, the wobbling 
body, the wriggling bucktail, the 
crawling pork rind and sparkling 
color of body or fly—all five of these 
fish appeals are combined in every 
Al. Foss Bait into a deadly “sure 
shot” fishing system. For 15 years 
the demand for these 
baits has steadily in- 
creased. A host of sports- 
men swear by them, the 
reason being that these 
baits are basically cor- 
rect — presenting every 
appeal to fish appetite. 
They catch fish where 





FIVE APPEALS 
|] CATCH FISH WHERE 
ALL OTHERS FAIL 

Almost any store that 
sells tackle will gladly fit 
you out with Al. Foss Baits 
and Pork Rind, or write to- 
day for descriptive folder. 


1 Wobbling Body 

2 Sparkling Color 

3 Flashing Spinner 
4 Wriggling Bucktail 
5 Crawling Pork Rind 











THE AMERICAN FORK & HOE COMPANY 


Sporting Goods Division 


1961 KEITH BUILDING CLEVELAND, OHIO 


AL. Foss 


PorK RIND BAITS 
ATTRUE TEMPER Proouct 





v 


CASH 


REGISTER 


BLUES 


If your cash register has been singing 
the blues it's a good time to put on 
a new piece 


The Al. Foss Bait line this year has 
four new items that will change the 
cash register tune to “Happy Days 
Are Here Again.” 


These are: (1) The Al. Foss Mouse, 
a five appeal bait, shown on the left 
as it will appear in April outdoor 
magazines going to a million sports- 
men; (2) the Al. Foss Bait Selling 
Cabinet shown below, a new idea in 
bait merchandising that doesn’t cost 
you a nickel; (3) a new bottled pork 
rind, the Sidestepper for short strik- 
ers, and (4) the Al. Foss Bucktail Fly 
Spinner. 

These items are new, but have been 
thoroughly tested and proved to be 
result getters. 


Ask your jobber’s salesman about 
them or write for full information 





s Bait Selling Cabinet. Size 9 x 10 
inches. Holds 48 items of Al. Fos 


Bait. In front a 


The Al. F 
] 


beautiful display cabiret. In 
the back storage space for your stock. Fur 
nished free with each order for 48 baits or 

d assortment of the 


bottles of pork rir 


r 
two 
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wigs 





The trade name “American 
Swiss” has been a “buy” word with 
discriminating me- 
chanics for over 








thirty years. 


Knurl 
Holder 






Knurl 
(Hand and 

Machine) 

First on precision files and now 
on mechanics’ hand tools, the name 
“American Swiss” stands for qual- 
ity at a reasonable price. Tools 
that a mechanic recognizes as good 
tools—that last longer and do a 
better job—that add prestige and 
repeat business to 
your hardware store. 






If you are not selling this well- 
known quality line, may we sug- 
gest that you put in a trial assort- 
ment and see for yourself why 
hardware dealers who are handling 
them are repeating their orders 


for American Swiss 
Mechanics’ Hand 
Tools. 


Price list and catalog of com- 
plete line sent on request. Order 
from your jobber. 


American Swiss File & Tool Co. 
400 Trumbull St. 


Tee 


Elizabeth, N. J. 





Swis 


TOOLS 


also manufacturers of 


AMERICAN SWISS 
PRECISION FILES 


“Buy from the nearest 
Distributor” 








Commercial Failures Decreased 
During Week Ended Feb. 28 


Although the level of commercial 
failures continues above the figures 
for the corresponding weeks of last 
year, there was recorded an appreci- 
able decrease in the totals for the 
past week, according to the business 
reviews. R. G. Dun & Co. reported 
659 failures for the five business days 
of the week, compared with 722 for 
the preceding full week, while Brad- 
street’s recorded 495 against 600 the 
week before. On a daily average ba- 
sis the records are divergent, but the 
totals in both cases indicate some im- 
provement. 

Canadian failures were approxi- 
mately the same, at 64, against 68 a 
week ago, but were above the 54 of a 
year ago. 

Some shifting to failures in the 
smaller business is indicated in Dun’s 
compilation, which shows 410 defaults 
with liabilities of more than $5,000, 
against 430 such failures on a smaller 
grand total a year ago. 

According to Bradstreet’s, all sec- 
tions of the country participated in 
the improvement, with the best nu- 
merical showing in the Middle Atlan- 
tic area, where there was a drop of 


48 defaults to 140. 


Fifty-Five Million Pounds of 
Copper Used Annually 
for Wiring 


Approximately 55,000,000 lb. of cop- 
per is required annually for wiring 
installations covering domestic and 
commercial uses of electricity in the 
United States, according to a survey 
just completed by the Copper & Brass 
Research Association. Some 24,000,- 
000 consumers, of whom about 20,000,- 
000 are domestic users, ate employing 
electricity for lighting purposes and 
for the operation of electric appli- 
ances. 

Increasing dependence upon elec- 
tricity for various services, particu- 
larly in domestic use, is emphasizing 
the fact that the older type of wir- 
ing installation is no longer fully ade- 
quate to service requirements accord- 
ing to the survey. Use of heavier 
gage wire is favored by the National 
Electric Light Association and prin- 
cipal electric equipment manufactur- 
ers. A change from 14 gage wire, 
which now represents about 60 per 
cent of the yearly footage installed, 
to 12 gage would alone increase cop- 
per consumption for wiring purposes 
about 7,000,000 lb. annually. Ade- 
quate wiring, if adopted to replace 
all outmoded installations now in ser- 
vice, would require about 400,000,000 
lb. of copper. 

The survey indicates that the farm 
field offers a large potential market 
for electrification, with promising 


prospects. During the first six 
months of 1930, 69,352 farms were 
electrified compared to about 48,000 
in the first half of 1929. More than 
627,000 farms in this country are now 
wired for electricity, but the extent 
of the potential market is indicated 
by about 6,000,000 farmhouses that 
are still unwired. 

Rural service departments of cen- 
tral power stations have been carry- 
ing on active field work to extend 
rural service lines and to cooperate 
with farmers in applying current to 
the best advantage. More than 250 
practical, profitable and proved uses 
for current have been developed in 
the farm field as a result of the ex- 
perimental work so far conducted. 


Construction Prospects Brighten 
Under Revelations of Surveys 


Evidence is accumulating to indi- 
cate that during 1931 construction ac- 
tivities will be at least as good as, 
probably somewhat better than, in 
1930. The Copper & Brass Research 
Association estimates that 1931 build- 
ing construction, exclusive of public 
works, will total $4.6 billions, com- 
pared with the estimated $4.5 billions 
for 1930. Of this total the association 
expects about $1.7 billions to be de- 
voted to new housing to take care of 
increasing population; $750 millions 
to go into replacement and major re- 
pairs; total non-residential construc- 
tion will cost about $2.2 billions. 

The George A. Fuller Co. completed 
during 1930 construction work total- 
ing over $39 millions; signed con- 
tracts for nearly $22 millions in new 
work; had $33 millions unfinished 
business on its books on Jan. 1, 1931. 
Better business during the final quar- 
ter of 1930 and the fact that Decem- 
ber was the largest month in the his- 
tory of the company convinces it that 
the downward trend in construction 
has flattened out and will start up- 
ward during 1931. 

A survey of dealers by Universal 
Atlas Cement Co. indicates that nearly 
every State will share in continued 
large-scale highway construction work 
during 1931 and that a decided gain 
in residential construction is antici- 
pated. 

A Treasury Department report on 
the status of the $18 million public 
construction program in 8 North and 
Central-Western States shows that 
contracts have been let for jobs total- 
ing nearly $3 millions; that other work 
is in various stages of preliminary 
work and will become available for 
actual employment during the early 
part of the year. 

Two model housing projects involv- 
ing $2 millions of construction have 
been announced for immediate action 
in New York. 


























HARDWARE AGE for MARCH 12, 1931 





Study New Lines and Watch Trends 


(Continued from page 53) 


highline or new local plant, and 
my advice is to put in a small 
assortment of appliances as well 
as bulbs, wiring accessories, 
cords, plugs, switches, etc. These 
articles you will find steady de- 
mand for the year around. 

And what of the good old range 
business when you didn’t need to 
carry all the colors of the rain- 
bow. But in this day and age my 
lady decorates the kitchen in some 
color that pleases her and then 
sallies forth to the hardware store 
to get a stove to match her deco- 
ration. If she can’t find the color 
of stove she wishes, she thinks we 
are poor merchants if we can’t 
supply her demands immediately. 
The oil, gas and electrical stoves 
are rapidly replacing the range, 
and with the many improvements 
in ease of operation and economy 
they deserve a place in our stores. 

Just around the corner is a new 
line that hasn’t been offered to 
the trade as yet, but I shall take 
on a small line when it comes out. 
This new product is chromium 
cooking utensils, and, from what I 
am able to learn, they will make 


German Government to Issue 
Price Reduction Decree 


In a recent article which appeared 
in the Berliner Tageblatt on Jan. 17, 
1931, the Reich Commerce Depart- 
ment is quoted with the following 
statement: 

“In order to promote price reduc- 
tions, the government of the Reich 
will issue a decree which will be pub- 


lished in the Deutscher Reichsan- 
zeiger concerning price rulings of 
trade mark merchandise. According 


to the decree, all merchandise bearing 
either on itself or on its packing 
words or emblems showing its origin 
or firm is considered ‘trade mark’ 
merchandise. The trade with this mer- 
chandise is subject to the above decree 
only when. the producer and the buyer 
have a legal agreement (Reverse) 
which compels the buyer to retail this 
merchandise at a fixed price. 

“These price regulations are to be 
enforced only in those cases where the 
present fixed price is less than 10 per 
cent below the retail price of July 1, 
1930. 

“In case such price reductions have 
not been effected, those commercial 


the finest utensils that we have 
ever known. They are non-corro- 
sive, indestructible and acid proof 
as well as having a beautiful fin- 
ish. 

With the diversification of 
farming methods in the State it 
behooves wary hardware men to 
tie up with some good line of poul- 
try feeds and remedies for the 
various ills that poultry is heir to. 
Oyster shells, chick starter, mash, 
bone meal, laying mash and vari- 
ous tonics is a line you can’t over- 
look. It will take the place of 
some of the lines that are down 
and out, thereby helping you to 
maintain volume and profit. 

As my time is limited I have 
evaded a number of lines such as 
auto accessories, golf bags, guns 
and ammunition, baseball, ete. 
Every dealer must face his prob- 
lems alone and work out his own 
salvation, but keep in touch with 
your customers, listen to their de- 
mands and if you think the de- 
mand warrants the investment and 
the turnover will be larger to give 
you the volume and profit, then 
take on the lines you can handle 
successfully. 


groups which deal in trade mark arti- 
cles—producers, wholesalers and re- 
tailers—must bear in mind that in or- 
der to avoid the loss of state protec- 
tion, they must come to a reciprocal 
agreement concerning the stipulated 
price reductions. In the opinion of 
the government, the reduction of retail 
prices should not be attained at the 
cost of one of the branches of the 
trade mark commerce. It would be 
equivalent to a price reduction to de- 
liver a proportionally larger quantity 
of merchandise at the same price ex- 
isting on July 1, 1930. On the con- 
trary, a reduction of nominal price 
with the substitution of inferior qual- 
ity and smaller quantity of merchan- 
dise at the same price would not be 
considered a price reduction accord- 
ing to the meaning of the decree. Such 
trade mark articles which on July 1, 
1930, were not on the market do not 
fall under the decree. 

“The decree is in practice limited 
to trade mark articles of certain 
classes with fixed prices. Foodstuffs, 
affected by this regulation, are listed 
in the decree itself; others are classi- 
fied in a statement appearing simul- 
taneously with the decree. 





A Scientifically 
Simplified Line of 
Superior Tacks 


Bakatax are modernly packaged, 
rust resisting, attractively blued. 
And in addition to these unusual 
advantages, the Bakatax line has 
been scientifically simplified so that 
half the items previously con- 
sidered necessary now comprise a 
complete assortment. Give jobber’s 
name and send for free sample. 


Geo. Baker & Sons, Inc., A 














Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
the 


iobber’s salesman. 


Don’t wait for 


You may forget. 
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PIN TUMBLER BRASS 


PADLOCKS 





1. Genuine Pin Tumbler lock work, im- 
bedded in 

2. A solid brass block, surrounded by a 

3. Heavy brass jacket. 


This protective armor guards the locking ends 


of the 
4. Steel shackle, which fastens at both sides 
into the 


5. Double Bolt. 
No. 04810 distinctly says, “Keep Out.” 








Cc 
The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks 


ects Fok co, 


26 Warren Street-- New York, 
Branch Offices: 2 
521 Commerce St. 177-179 N.FranklinSt 114 Bedford St 
Philadelphia, Pa. Chicago, lil. Boston, Mass 
Works at Terryville, Conn. 
] ( 
y meas 

















Winning the Trade of the 


New Comer 


(Continued from page 43) 


for several years been combing his area minutely and 
unceasingly for the inflow of prospective buyers: 
“Dear Mrs. Jones: 

“All along the street upon which you are now making 
your home, you will find people who have, for years, 
been patrénizing this store. For years, we have held 
the leading position in our line in this community. 

“That is because we give exceptional service, sell only 
the most reliable merchandise and at prices which are 
fair. 

“Below we list the names of a few of these people and 
suggest you speak to them when convenient about us. 

“Trusting you, too, will soon be numbered among 
our well satisfied customers, 

“Very truly, 
“John E. Bowmann.” 


The Special Inducement 


Special inducements always carry with them a cer- 
tain amount of danger to trade. There is a certain 
amount of discrimination apparent in certain offers of 
this kind though retailers in the trade have found such 
special inducements highly effective in getting a “first 
sale.” 

In one case, the retailer mails out certificates to all 
new comers by which they can make purchases up to a 
certain total and thus earn a rebate of sums varying 
according to the particular circumstances. 

In another, special souvenirs for new comers making 
first purchases are given out—articles well worth while 
and which tend to advertise and build up the good will 
of the new comer. 

In the case of a brand new arrival within the trading 
area of the store a personal call by phone or in person 
on the part of the head of the business does wonders. 
In such cases the approach is made in the form of a 
greeting—a “welcome to our neighborhood’”—which 
makes a deep impression and at a time when such a 
friendly feeling counts most. A letter is good, but it 
doesn’t compel the action that the personal call is apt 
to do. 

In the average trading area of the average retailer 
in the trade, there is a customer turnover of something 
like 16 per cent a year. (Reference is made to what 
may be called regular customers—not mere transient 
buyers.) This means that new comers will average 
around 9 per cent per year. At it is much simpler to 
win the trade of the new comer than to swing somebody’s 
old customer your way, the effect of aggressive solicita- 
tion in this field is obvious. 

No retail merchandising plan is complete in the trade 
unless due consideration is given to the new comers in 
the field. Under present day conditions it becomes one 
of the really important factors in business development. 

Hundreds of retailers have recognized this fact and 
are, more or less, laying their plans to “get at them 
first.” 
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A name that has stood the test of a 
hundred years—a product that has ren- 


dered consistently good service—a com- 
pany that has maintained for a century 
the highest standard of quality in its 


products. 


Think of this—think of what it is 
worth to you, the good will of the 
Maydole name! It is half of the sale, 
it means a good customer, it means 


more sales. 


If you desire any suggestions or any 
help in regards to sales or merchandis- 
ing, write us. If you wish to have a 
complete assortment of the Maydole 
Line, get in touch with your jobber. 


He will be glad to co-operate with you. 


David Maydole Tool Corporation 
NORWICH, NEW YORK 











UFP 203 

















No. 220 


| = 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


(GRIFFIN 


ufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 46 WARREN 6T. BOSTON: 76 BATTERY MARC 
OHICAGO: 665 W. RANDOLPH ST. SAN FRANOISCO: 706 MARKET ST. 
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advertisement we 
show the cutting jaws 
of several Porter Tools 
and below, clos¢ up 
views of these tools in 
use ~ Shear Cutter on 
wire rope, Angular 
Cutter on tie wire, Nut 
Splitter ready to re- 
move nut, End and 


joint principle 

multiplies applied 
power about 70 times. 
The largest Bolt Clip- 
per cuts annealed bolts 
in the thread up to 3-4 


ity of §-8 inch soft wire 
rope or 11°2x% 9-32 
inch soft bars. 

Porter Tools are quick 
— they save time and 
labor in production, 
maintenance, disman- 


Ver all —* Perens 








Capper-Kelly Bill Will Be Reintroduced 
to Next Congress in December, 1931 


Congress Adjourned March 4 Without Action on 
Measure by Senate Although House Had 
Passed Much Amended Bill 

(From Our Washington Bureau) 

The Seventy-first Congress came to an end on March 
4, without any action by the Senate on the Capper- 
Kelly resale price maintenance bill which passed the 
House on Jan. 29. 

Senator’ Capper has announced that he will reintro- 
duce his original bill when the Seventy-second Congress 
convenes in December. Since the bill was not acted 
upon by the Senate at the old Congress, it now will be 
necessary for it to be taken up in both branches of 
Congress. It is therefore to all purposes new legisla- 
tion, despite the fact that in one form or another it has 
been before Congress since the 80’s. 

Senator Capper has not determined definitely, but 
apparently proposes to ask for hearings before intro- 
ducing his bill at the next Congress. His measure is 
largely like that of the Capper-Kelly bill as introduced 
in the House at the recent session. But as it emerged 
from the House it was greatly amended, and, in the 
opinion of many proponents, was completely emascu- 
jated. It carried 11 amendments, the effect of some 
being to greatly change the measure from its original 
form. It was plainly the intent of some who offered 
amendments to destroy the value of the bill in the hope 
that attempt at resale price legislation would be brought 
to a definite end. Particularly objectionable to supports 
of the bill was the amendment offered by Representa- 
tive McSwain of South Carolina. This amendment ex- 
empted from agreements between manufacturer and 
vendor “such necessities of life as meat and meat prod- 
ucts, flour and flour products, agricultural implements, 
tools of trade, canned fruits and vegetables, all clothing, 
shoes, and hats.” 

Manifestly this exemption is so broad that it covers 
many important lines of merchandise. Moreover, it 
carries terms which likely would have to be the subject 
of court interpretation. This is true of hardware lines, 
for the term “tools of trade” assuredly covers many 


| hardware items. Another amendment, however, that of 


Representative Eaton of Colorado was held to be alto- 


H.K.PORTER“ 


8 Ashland egy 
EVERETT, MASS, 


gether constructive and to eliminate what apparently 
was a loophole. This particular amendment would per- 
mit-maintenance of prices all the way from the pro- 
ducer to the and including the retailer, and not stop 
short with the wholesaler, as many felt the bill would 
| do when introduced in the House. 





Sheffield Iron Enamel 


The Sheffield Bronze Powder & 
Stencil Co., Cleveland, Ohio, offers 
Sheffield Iron Enamel, (gloss black), 
which the maker states is elastic, 
weatherproof and rust-resisting. It 
is a brilliant, heat-resisting, quick dry- 
ing enamel for stove pipes, ranges, fur- 
naces, etc. Sheffield Iron Enamel is 
offered in cans to sell for the sug- 
gested retail prices of: 15c, 25c, 40c and 0c. An unusual display is 
given to dealers in the form of a miniature range, beautifully lacquered 
in jade green, with space for displaying the product as well as stocking it. 
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AIR DRIED FULL S STRENGTH IN | 


Write for Our Latest 
Booklet and Prices 















































WHEELBARROWS 


Seamless, smooth, pressed steel trays. 






*“Never Break” wheel with rivetless malleable hub. 






Grease pocket in hub for lubrication. 





Malleable iron axle boxes. 






These advantages assure satisfaction to both user and seller. 






Write for catalog showing barrows for contractors, industrial users 
and gardeners. See your wholesaler. 






THE TOLEDO WHEELBARROW COMPANY 
TOLEDO, OHIO 


d Warehouse: CHICAGO—520 West Erie Street 






Branch Office an 
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Allith 


Garage Door 


Hardware 


—-satisfies exacting 


ARCHITECTS 


—saves erection time for 
CONTRACTORS 

and 
BUILDERS 


—makes lifelong friends of 


OWNERS 


—earns good profits for 


DEALERS 


There’s an Allith Hanger for 
every size door. Every one has 
reliability built in so that re- 
gretability stays out. 


Get Allith Catalog No. 100. It 


is the authoritative buying 
guide for every door hardware 
need. 


Allith-Prouty Company 
DANVILLE ILLINOIS 


Manufacturers of 


Garage Door Hardware Fire Door Hardware 
Rolling Ladders 


Spring Hinges 


Overhead Carriers 

Door Hangers 

Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Airport Door Hardware 


Manufacturers of the finest line of Airport and Garage Door Hardware 





New National Organization Would 
Co-ordinate Anti-Chain Activities 
of Various Trade Bodies 


(From our Washington Bureau) 


The National Chamber of Associated Merchants, whose 
formation was announced in HARDWARE AGE Feb. 26 issue, 
has established headquarters at 517 Investment Building, 
Washington, D. C. Its membership is composed of business 
associations in Eastern, Central and Western States 
banded together for the avowed purpose of fighting against 
what it declares to be the ever-increasing menace of the 
chain store system. Explaining how this new body can 
augment the efforts of constituent bodies and offer the 
power of greater numerical strength than any one of them, 
former Senator John F. Nugent, the president, stated: 

“There are thousands of independent trade associations 
in the United States representing every conceivable branch 
of the mercantile business. Those individual associations 
naturally are exerting themselves to advance the interests 
of their members. The primary reason for the organiza- 
tion of the National Association is to coordinate the efforts 
of all such trade associations in the country, and to bring 
about their cooperation for their common good. 

“The only hope of the independent merchant, trying on 
his own merit and with his own limited capital to wrest a 
living out of his community in competition with the gigan- 
tic wealth of the chain system,"is to present a united front 
in a stand to the finish. That we propose to do. The local 
resident citizen merchant long has been the moral and 
economic backbone of his community. The movement of 
the chain store menace must be curbed in every legitimate 
way, or additional thousands of our most reputable citizens 
will be forced out of business.” 








Schrade Push 
Button Knives 





The Schrade Cutlery Co., Walden, N. Y., offers new 
models to answer the demand for small pocket knives with 
the safety push button feature. The smaller model meas- 
sures‘only 27% inches and has two blades of the finest 
cutlery steel. Its size and design make it ideal for vest 
pocket or for the ladies’ handbag. This model is made with 
handles of green 
gold, sterling silver 
and celluloid, with a 
nail file in place of 
the pen blades. It is 
offered with and 
without shackle for 
attaching to watch 
chain. The smaller 
illustration shows the 
knife with sterling 
silver handle and two 
cutting blades. Larg- 
er cut shows the 
celluloid handle knife 
with the nail blade 
combination. The 
company recently is- 
sued catalog No. 3] 
showing the complete 
line of safety push button knives, including the new knife described 
above. Dealer cost on celluloid handle models ranges from $10.75 to 
$12.00 per dozen. Suggested retail selling prices range from $1.50 to 
$1.75. Knives with the sterling silver and gold sell to the dealer for 
prices ranging from $24.00 to $30.00 per dozen. Suggested retail selling 
price varies from $3.00 to $4.00 each, depending upon whether the 
knives are equipped with nai! file blades or bails for attaching knife to 
watch chain. 
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Backyards are being beautified! Thou- 
sands of homes are throwing out unsightly 
clothes poles and replacing them with 
Clay Portable Driers. 
—_} For years Clay Driers have been nation- 
12 ally advertised—Your customers know 
them and appreciate their exclusive fea- 
tures and matchless quality. 
One Clay Drier in a neighborhood leads 
to many sales as other home owners see 
their convenience and desirability. 
135 feet of the best line—ail castings are 
malleable—galvanized and varnished to 
resist rust. Braces are of angle iron, arms 
are of selected straight grain Norway Pine. 
For profits—customex acceptance—service 
and satisfaction—stock Clay Driers this 
year. 


+ 
Preferred CLAY EQUIPMENT CORPORATION, 
by Héusewive 7 


Ss \* 
| f[)Nunshine 
"Ten Real Clothes Drier 


Features Sell It 
















































IT’S NEVER TOO LATE 
TO LEARN! 


After you read your copy of 
HARDWARE AGE, go 
through it again and see how 
many of the merchandising 
ideas, stories and editorial 
hints you can try in your 
store. Remember, something 











Even the best of us can profit 
by observing what the other 
fellow is doing. This is par- 
ticularly true in the hardware 
business. We have often been 
told of the successful out- 
come of some merchandising 
idea that was prompted by a 
HARDWARE ACE story. 


new is always interesting. 
You'll find plenty that is new 
in HARDWARE AGE. 


HARDWARE AGE 
239 West 39th Street 
New York, N. Y. 
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WICK WIRE BROTHERS 
GRAY-WICK WIRE CLOTH 


Popular seller. Wire is drawn from Open 
Hearth Copper Bearing Steel % gauge 
OVERSIZE. Resists rust better than or- 
dinary steel wire. 


We control every operation. Electro Plating 
is of 8 to 10% Zinc Coating, heavily enameled 
—a double protection against corrosion. 18 
to 48 in. widths, double selvage. Ask your 
Jobber. 





























DIAMOND 


Staple Puller 


An all-around fence tool 
—drop forged from tool 
steel, strong, hardy, will 
not chip or break. Fur- 
nished in gun _ metal, 
smooth or knurled han- 
dle, highly polished head. 


Diamond Calk Horseshoe Co. 
4622 Grand Ave., Duluth, Minn. 














French Battery Company, Madison, Wisconsin 


General Sales Office: 20 North Wacker Drive, Chicago, Illinois 


FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 








ee | eA 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 
Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 











Electric Appliance Market Is 
Far from Saturation Point 


The fact that only 30 per cent of the electrical appliance 
market has been sold is revealed by a comprehensive survey 
recently completed by Davis M. Debard, Stone & Webster 
engineers, which was recently summarized in the New York 
Journal of Commerce. 

In the 20,000,000 homes in the United States which are 
now wired for electrical energy use, only 30 per cent of the 
electrical appliance market has been sold, says Mr. Debard. 
Mr. Debard has presented an exhaustive analysis of the 
possibilities for expansion of residential, commercial and 
industrial uses of electrical energy, estimating, under con- 
ditions existing today, that they are now 62 per cent short 
of full development. 

In spite of the fact that industrial and commercial uses 
of electrical energy are constantly increasing, especially 
since the railroads have begun electrification on a tremen- 
dous scale, the author points out that it is possible to de- 
velop the market for electrical energy use in the home so as 
to expect 50 per cent of the power companies’ revenue 
from that source. 

“The average kilowatt hour use for service in the home 
in the country as a whole is now less than 550 per annum, 
and many localities are far from this figure. Cities such 
as Detroit will soon exceed the 600 mark. Seattle reports 
in excess of 1000, largely resulting from an intensified sale 
of ranges. One or two companies are reporting in excess 
of 1600 kilowatt hours per annum for average home use, 
but in this case there is a considerable range and water 
heating load. A recent survey shows only three of the 
twelve major time and labor-saving devices in general use 
and only one of the seven principal health and comfort 
devices in more than one-third of the 3000 homes covered.” 

It is estimated that all but 5 per cent of the wired homes 
are equipped with electric irons, and on the other extreme 
among the appliances less commonly in use, only 1 per cent 
of American homes are possessors of electric dishwashers. 
It is interesting to note that in spite of the accepted popu- 
larity of radio, only 55 per cent of the wired homes are so 
equipped, leaving 45 per cent as a potential market. Among 
the other labor-saving devices, Mr. Debard finds that 32 per 
cent of the market for cleaners has not been touched, while 
61 per cent are without toasters, 70 per cent without per- 
colators, 87 per cent without refrigerators, 94 per cent with- 
out ranges, 96 per cent without oil burners and 97 per cent 
without water heaters. 

Without taking into account new developments in the 
electrical field, it is indicated that, based on reasonable and 
satisfactory rates, there is a possibility of an average an- 
nual/gross income per wired home of $174. This would be 
divided as follows: 


ROMMMNUIEP sisi co 6s Sle sae was ase SS x Aloe ere $24 
Miscellaneous service ..............e00. 15 
et eT eee ere ee 30 
RED SG bascasnisses sauce cad wag amled eee 45 
he nee ae eon 60 
URE ileten's' Soe hich oo NS Sous usasiee sree $174 


When it is borne in mind that the consumption of current 
in the homes throughout the country at the present time 
presents a gross revenue of under $31 per residence cus- 
tomer per year, it will be seen that there is tremendous room 
for the electrical industry to develop, especially with new 
uses being constantly evolved. It must be understood, how- 
ever, that much of this increased revenue takes the place 
of payments for services now used. For instance, an elec- 
tric range will replace a gas range, a refrigerator will do 
away with the purchase of ice, so that the $174 estimated 
for each wired home does not mean that the household 
budget is increased by that amount. 

Among the commercial and industrial uses which are far 
from the saturation point are railway electrification which 
has a potential development of 96 per cent, industrial elec- 
tric heating 90 per cent, commercial lighting 50 per 
cent, street lighting 55 per cent and industrial motor power 
current use of approximately 25 per cent. 
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COSTS 350% LESS | 

















To Re-tire _— 
meeN, Ss 
Wheels (ee) 
| ELEVATORS | 
BETTER athe IDSs 
SI @ Be tae 
Using Best “ ; 
TIRING with 
the GREAT. " 
LY IMPROV. eptace it 
ED PEER- 
LESS TIRE & ; h A 
SETTER. — win. . 
__, Patented features make it th ly Machine f I job 
| noe eel ob of the Dealers, in the lade Galen, cae taal seen the 
eerless, bought and report they are re-tiring ten times more Wheels and 
selling more Wheel Goods. Write for particulars. 


PATENTED RUBBER PRODUCTS CO. 


Mfgs. of Tire Machinery for thirty-five years. 
iL 1938 Calumet Ave., Detroit, Mich. EK, | E V A | OR 


4 
Is your elevator old | Uu I poeed 
Alwa S and shaky? Why not re- | 
y place it with a Kimball | to 


machine—They are com- 
Employed pact, powerful and safe— | 

Tell us the job it has todo | 
andlet us submit pricesand | Ebi OV 
data on machine to do it. 


What areyour requirements? | 
We have an Engineering | f as 


Dept. to aid you. Write us! | 


KIMBALL BROS. CO. 


1205-19 Ninth St. 
Council Bluffs, Ia. 6AA E See at | 
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You never hear of 

a COES Wrench be- 
ing out of work. There 
are lots of wrenches wait- 
ing for jobs that COES 
Wrenches are doing, but they’ve 
got to “SHOW SOMETHING” 
to replace the COES. Ask your 
jobber. 


Bemis & Call Company 
SPRINGFIELD, MASS. 




















Hardware Age Verified List HIGH-POWER BURNER.. 


OF WHOLESALERS AND RETAILERS GREATEST Oil Stove IMPROVEMENT 
Shows the names, addresses, capitalization, territory cov- IN 2 5 YEARS 


ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the eo : 
lines handled by the Hardware Wholesalers. Makes obsolete millions of oil stoves now 
For instance, on pages 7 to 79 it indicates by key in use. Opens broad replacement market. 


mumbers what classes of merchandise each hardware : : 
wholesaler handles. There are explanatory key numbers Are you prepared with sufficient stock of 
covering every class of merchandise that constitutes a Perfection stoves with High-Power burners 


modern hardware stock. a Cull oi 6 thi — 
Then, the Hardware Retailers on pages 80 to 353 who are to take full advantage of this opportunity: 
rated |, 2, or 3 represent the livewire dealers doing 75% 


to 80% of the retail hardware trade of the U. S. 

CONTENTS OF VERIFIED LIST PERFECTION STOVE COMPANY 
Wholesale Hardware Houses in U. S., Canada and Foreign. 609 ; 
Retail Hardware Stores in U. S., Canada and Foreign. a Platt Avenue Cleveland, Ohio 
Chain Hardware Stores in United States and Canada. 
§, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 

ill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 














Increasing demand for fence 


Growing disregard for prop- 
erty rights increases demand 


Radio Apparatus and Parts Jobbers. - ? 
Plumbers and Tinners Supplies Jobbers. rad Spe gh roman WP re 
Membership Lists of Hardware Associations. casks, playerounde, siaiatare 
golf courses, factories, etc. 
Year-round business. Good 
margin. No investment in 


Hardware Age Verified List of Wholesalers and Retailers is 
imdiepensable in economic direct-by-mail promotion work 


and also a helpful guide for salesmen’s calls. Every manu- 
stock. Highly rated, success- 


facturer’s sales manager should have one on his desk, and ; s 

every salesman could profitably carry a copy in his grip. ful pioneer company. Write 

Stnce the previous issue was published there have been f TODAY for our interesting 
proposition. 


more than 10,000 additions and corrections, and these all 


appear in the Tenth Edition. The Stewart Iron Works Co., Inc. 


a - 737 Stewart Block Cincinnati, Ohio 
Published annually, $15.00 postpaid dptpasseseneeentanetsstaeenetsttts \ A) ~\ ) (A) fa) 


Hardware Age Verified List Department 
239 W. 39th Se. New York, N. Y. 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warchouses—New York, Chicage, Philadelphia. 
Western Factory—Dayton, Ohie. 











Style N 
Straten End Cut 
wit 


Style B 
Straight and End Cut 
h Nut Splitter 


Style A 
Straight Cut 


CAROLUS CUTTERS 


Handy, time-saving tools for every shop. For splitting rusty and jammed 

nuts or for cutting bolts—either straight or end cut, with nut splitter. 

Three styles, all sizes. Tool steel jaws; tough cutting edges. 

If your jobber cannot supply you write us direct for literature and prices. 

CAROLUS MANUFACTURING CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 








New York Chicago 








Ae 
long-lile 
Wheel» 


long reach 
Head _— 


Red Devil means 
Glass Insurance 


LANDON R SMITH, INC. 


165 SPRINGFIELD AVENUE, IRVINGTON, IN.J. U.S.A 











Merchandising 
METHODS 


That’s the keynote for 
1931. Are you fully 
prepared to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable as- 
sistance to you. To 
get your copy of ‘‘The 
Heller System of 
larger profits,”’ simply 
tear out this ad and 
mail now, while this 
Page is before you 
. . « (no obligation). 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
a Ohio 


20 Vesey St. 
500 





SIGN IN 
MARGIN 





New York Office: 
Suite 


January Building Contracts Declined from 
Preceding Month in 37 States 


During January, the volume of building contracts awarded 
in the 37 States included in the F. W. Dodge Corporation 
survey was 9 per cent smaller than the amount of work 
contracted for during December, but as this decline was 
slightly less than the usual seasonal contraction between 
these two months the index of building contracts computed 
by the New York Federal Reserve Bank advanced 1 point. 
For the past three months this index has held within a nar- 
row range, although it has been at the lowest levels relative 
to the computed trend since 1921. The moderately favor- 
able showing of January was due to an increase in public 
works and utilities undertakings, as both residential and 
non-residential building contracts declined from December 
to January. During the first three weeks of February, 
more than a seasonal advance in building contract awards 
was reported, chiefly as a result of larger contracts for resi- 
dential building work. 

As compared with the level of a year previous, January 
contract awards continued to show a substantial reduction; 
total contracts were down 30 per cent, and public works and 
utilities and other non-residential work were down more 
than that amount, but residential building showed a decline 
of only 18 per cent. Residential building in recent months 
has been fluctuating at a low level but in general the 
changes have been largely confined to seasonal fluctuations, 
following a decline of more than two years’ duration. Sev- 
eral of the districts from which construction contract fig- 
ures are collected by the F. W Dodge Corporation showed 
increases over the totals reported in January, 1930; these 
localities were the Southern Michigan, Kansas City, New 
Orleans and St. Louis districts. ~ 

While the total volume of building contracts in metropol- 
itan New York and vicinity continued to show a consider- 
able decline from the level of a year previous—a reduction 
of nearly one-fourth in January—contracts for residential 


| work were approximately 20 per cent above a year ago. 
| Public works and utilities, on the other hand, reversed the 
| tendency of December and were 30 per cent smaller than 











a year ago, and other non-residential building contracts in 
this territory were 46 per cent below the volume of Janu- 
ary, 1930. 


Found Demonstrations Valuable 


Three day practical paint demonstrations in the spring 
focus attention on the paint department of a Cleveland, 
Ohio, store. It is a small place doing a neighborhood busi- 
ness in a rooming house district... Paint sales are about 
$3,500 to $4,000 a year, with brush sales running $700 a 
year. A brush is sold with every paint order. The spring 
demonstrations bring in 1200 to 1500 people, who register. 
The names are checked against the mailing list, new names 
added, addresses corrected, etc. The demonstration is ar- 
ranged with the cooperation of the manufacturer’s sales- 
man, as this is a two man store with a boy handling deliv- 
eries. During a demonstration, sample boards are stippled, 
finished in contrasting colors, auto fenders are enameled and 
many other practical painting jobs done before the visitors. 


Carl Fruehauf Loans Ladders 


Carl Fruehauf, Lakewood, Ohio, sells about $25,000 in 
paint every year and about $2,000 in brushes. He has three 
sets of ladders, ladderjacks and planks to loan on painting 
jobs. He has studied paints and painting and is capable 
of giving intelligent advice on the materials and application. 
He has become known all over town as an authority on 
painting. His stock turns ever eight times a year. The 
paint department had been at one side, but was moved 
three years ago to the rear of the store, flanking the entire 
back wall. This location brings the paint stocks and dis- 
plays to the attention of all those who enter the store. Carl 
has, semi-annually, three day painting demonstrations 
which draw daily crowds of 500. Lakewood is a residential 
city with 45,000 population. 
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SERVICE - QUALITY 
ACCURACY 


Buffalo Bolts . . . the reliable 
bolts that have served indus- 
try for three generations are 
available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO. 
North Tonawanda New York 





SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX anc SACHEM "rands 


rr Ve oMastaievelertackelaertriileascemtesortastatinta tts 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWI.'ES 


Send for catalogue, :amples and selling information 








GREEN’S 


SMALL PARTS 


CABINETS 
AND 


STOCK BOXES 


Attractive, Low Priced 
Hardware Fixtures. 


A wn gh i sgt, 





Write for Illustrated Price List 


THE GREEN CO., INC. 


92 WEST BROADWAY NEW YORK 














“Buffalo” Galvanized Hardware Grade Wire Cloth 
has a reputation for unusual wearing quality—it 
stands up under hard use. Over 60 years experi- 
ence in wire cloth manufacturing for all industrial 
and domestic purposes. Immediate shipment from 
stock on all standard sizes and grades. Information 
and prices on request. 

Write for Folder 83-B 


BUFFALO WIRE WORKS CO. 


Incorporated 
(Formerly Scheeler’s Sons, Est. 1869) 


518 Terrace Buffalo, N. Y. 





























SELL MORE BRUSHES 
WRITE for FREE 


 ccntiniaaemaieaaiattaatiiiiaieeeiaa 
Paint Can Labels 


These attractive colored labels are gummed 


ready to stick on the can lid. They never P{ow Many 


fail to produce a lot of unexpected good 
brush sales. It costs only a postage stamp Can You 
to try ’em. Write today. Use? 


THE WOOSTER BRUSH CO. 
Wooster. Ohio 


Celebrating 80 years of brush making progress. 











BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 










OTIS bast 
\ Om autre PASTE THER 
Siow 6 75.60 








te 


Sample free 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 














ee ““PELOUZE” 
DAIRY SCALES 


Three sizes: 
40-60 and 120 lbs. 


Our new Dairy Scales have solid brass 
etched dials with raised figures and 
graduations. They are indefaceable and 
indestructible. Very attractive. Made to 
comply with Departments of Weights and 
Measures. Patented adjustable hand for 
obtaining tare weight of empty pail. 
Order through any leading supply house. 
Specify “PELOUZE.” Send for circular. 


Pelouze Manufacturing Co. 
232-242 East Ohio Street, 
Chicago, Illinois 
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Node. CHAIN 


seston A KIND FOR 
EVERY PURPOSE 


my Quality chain, and it will sell 
easier with the Hodell 
Chainstore. 

CLEVELAND 


The Chain 
Products Company 
3920 Cooper Ave. 
Cleveland, Ohio 
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Positions Wanted and Help Wanted adver- 
tisements at Special Rate of ome cent a 
word, minimum fifty cents per insertion. 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING THE FOLLOWING RATES BOXED DISPLAY —_— 

RATES apply to “Business Opportunities,” “Sales 1 ine Ch wcrc cc ccccccccsesccscccs oO 5.00 
s —— Accounts Wanted” and “Sales Representa- Each additional inch.............. "tae 

Advertisements from unemployed tives Wanted” Advertisements. Discounts for Classified Advertising 
accepted free of charge; inserted ne 4 insertions, 10% off, 8 insertions, 15% off. 
in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 a ee ee ee 
Box number address may be used. Each additional line............ .60 hl i nm r 
All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWAREAGE is published each Thursday. 
post paid. Each additional line............ .80 Forms close Nine Days previous to date of 


Average 10 words to a line 
Allow One Line for Keyed Address 
Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 








publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 


























POSITIONS WANTED 





HARDWARE MAN, American, married, age 30 years, 10 years’ traffic 
experience. First class ’shipping, receiving and stock clerk. (Familiar with 
hardware, auto accessories, electrical and plumbing supplies and house 
furnishings. Also have inside sales ability. Desires position with jobber 
or manufacturer, or what have you to offer with a future. New 
York City preferred. Salary no object. Can furnish A-1 references. 
Address Box J-190, care of Harpware AGE, New York City. 





SALESMAN desires connection with reliable company to sell hardware, 
tools, metal or metal products, Chicago or adjacent territory. Fifteen years’ 
experience in metals, metal and wire products, twelve years’ last connec- 
tion. Thorough knowledge shop and shop practice. Excellent following 
general manufacturing trade. Age 39, college education, good address, 
best references. Address Walter Krenz, 205 North Lorel Avenue, 
Chicago, IIl. 


HARDWARE MAN bo twenty years’ experience in Wholesale and 
Retail hardware business, also sporting goods, paint, oil and glass and 
housefurnishings. Forty years of age, sober and industrious. Capable 
of taking charge and handling men. Desire change. Can furnish first 
class references. Middle West or South preferred. Address Box J-99, 
care of Harpware AGE, New York City. 











YOUNG MAN—age 30 years’—married—fair knowledge builders hard- 
ware (Sargent Line) would like position in a progressive builders’ hard- 
ware department where he can learn more about figuring and selling con- 
tracts. Prefer to locate in large city but willing to go anywhere an 
opportunity with future awaits. Address Box J-199, care of HarnwareE 
Ace, New York City. 


EXPERIENCED hardware and sporting goods salesman calling on 
jobbers and dealers in states of Tennessé¢e, Georgia, Florida, Mississippi 
and Alabama. Desires a connection with a\manufacturer or large jobber 
in either or both of above lines. Fourteen years’ experience. Can furnish 
best references and car. Address Box J-196, care of HarpWarE AGE, 
New York City. 

WHAT RETAILER has a vacancy for a manager in his organization 
tor a man, age 30, possessing new ideas and merchandising methods 
whereby he can put them to use. Over ten years’ hardware experience 
and a hustler, New York State or New Jersey town preferred. Corre- 
spondence invited. Address Box J-203, care of Harpware AcE, New 
York City. 


SALESMAN with sixteen years’ experience in Southern territory selling 
builders’ hardware, metal ware and specialties. Desires connection with 
manufacturer of a good line to jobbers or retail trade, on salary or 
commission with a drawing account. First class references. Address Box 
J-184, care of Harpware AGE, New York City. 














HARDWARE SALESMAN, ten years’ selling experience to hardware 
jobbers. dealers, department stores, wishes to represent manufacturer in 
Western Pennsylvania, Eastern Ohio and West Va. territory, single, 
college education. Best of references. Salary basis. Address Box J-194, 
care of Harpware Ace, New York City. 





POSITION WANTED-—Salesman or Buyer wholesale hardware or mill 
supplies or represent manufacturer Ohio territory. Ten years’ experience 
as salesman, ten years’ as buyer with large wholesale house. Forty years’ 
of age, married. Excellent references. Address Box J-192, care of Harp- 
ware Ace, New York City. 

CREDIT MANAGER—Has held this position with wholesaler, manu- 
facturer of paints, and hardware and with large retail a. Avail- 
able at once. Capable of managing office force and conducting entire ac- 
quunting problem. Address Box J-116, care of Harpware AGE, New York 

ity. 


WANTED—Builders’ hardware connection with reliable firm. Am 
thoroughly acquainted with the P. F. Corbin line, competent on archi- 
tects’ plans and specifications. Address Box J-181, care of HARDWARE AGE, 
New York City. 


ADVERTISING MAN—Copy writer and contract man fifteen years’ 
technical and advertising experience. Age 35, married. Any location. 
a references. Address Box J-170. care of HARDWARE AGE, New 

or ity. 


HARDWARE MAN 13 years’ retail hardware experience and all its 
branches desires permanent connection with retail firm in New York 
State. Address Box J-200, care of Harpware AcE, New York City. 

















POSITIONS WANTED 





POSITION WANTED—Salesman with fourteen years’ experience and 
large acquaintance among the manufacturing trade, wholesale and retail 
hardware, mill, plumbing, machinery and automotive jobbers in New York 
State, Maine, Vermont, Seo Hampshire, desires a position with a reputable 
manufacturer. 30 years old, married. Excellent references. Address Box 
J-183, care of Harpware AGE, New York City. 





SALESMAN, Southern States, 14 years with one company, manufac- 
turers’ representatives, calling on the hardware, Mill Supply, Auto 
Accessory and Auto Parts Jobbers. Experienced in shelf—Heavy—auto and 
mill supply lines. Excellent references. Desires to make connection with 
a responsible manufacturer. Salary basis. No side lines. Address Box 
J-188, care of HarpwareE AcE, New York City. 


POSITION WANTED—Hardware man, age 30, with 10 years’ whole- 
sale and retail experience, desires connection with jobber. Thoroughly 
experienced and capable in selling, buying and managing. Also familiar 
with up-to-date retail merchandising. Would consider managing retail 
York’ Cit business. Address Box J-189, care of HArpwarE AGE, New 

or ity. 


~ WOULD LIKE to communicate with manufacturer of hardware tools, 
house furnishings and fishing tackle items that desire jobber and retail 
dealer representation in the state of Florida by a hustler 32 years of age 
with 15 years’ experience in above lines. Can furnish A-l references. 
Address Box J-187, care of Harpware Acg, New York City. 











MARRIED MAN, 10 years’ experience in the housefurnishing, light 
hardware, chinaware, toy line, window dressing, price ticket writing, retail 
selling. Capable of taking charge of complete store. Chain store experience. 
Will work anywhere in the country at any price. Address Box J-185, 
care of HArpDware AGE, New York City. 





EXPERIENCED hardware man desires connection with wholesale con- 
cern in capacity of salesman. Best of references. Address Box J-205, 
care of HarpwAre AGE, New York City. 





HELP WANTED 


ATTE NTION JOBBERS SALESMEN: We require the service of a 
general hardware salesman to cover Ohio Valley territory. Reply giving 
experience, territory covered and other information you think will be 
sangre to us. Address Box J-201, care of HarpwarRE Ace, New 

or ity 








WANTED: Thoroughly experienced hardware man to act as sales- 
manager and assist in purchasing. Must be a man of proven ability and 
capable of handling salesmen. Address Box J-198, care of HARDWARE AGE, 
New York City. 





SALES REPRESENTATIVES WANTED 








EXCEPTIONAL SIDELINE FOR SALESMEN 
COVERING HARDWARE and PAINT TRADE 


Most complete line of decorative stencils in America, backed by new, quick- 
turnover merchandising plan, and forceful advertising. Already in big demand, 
volume sales and generous commissions. Give experience, present connection 
and territory (our salesmen are aware of this ad.) Sheffield Bronze Powder & 
Stencil Co., 5815 Kinsman Road, Cleveland, Ohio. 














SALESMEN WANTED—To carry a high grade line of dog collars. 
Can be sold to leading hardware, sporting goods, leather goods and de- 
partment stores. Would make a profitable side line. Straight commission 
basis only. Men with cars preferred. Address Box J-197, care of 
Harpware Acre, New York City. 


De bah A alent SH 





COMMISSION SALESMEN in each state for manufacturer of hand 
tools and hardware specialties. Advise territory covered and houses repre- 
sented. Address Box J-193, care of Harpware AGE, New York City. 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 





SALESMEN; Thoroughly experienced hardware men wanted by a 
——, jobber to cover Northern New Jersey, Westchester County, 

anhattan, Brooklyn and Long Island. Liberal Commission. State ex- 
perience, territory covered and whether you own a car. Address Box 
J-178, care of Harpware Ace, New York City. 


REPRESENTATIVES WANTED—Want a few high class men well 
acquainted with the jobbing trade to introduce our new patented staple 
item. Large volume of business easily obtained. Advise territory covered 
and commission expected. MODERN HARDWARE MANUFACTURING 
INC., 319 10th Street, Toledo, Ohio. 





| 


SALES ACCOUNTS WANTED 











Manufacturers, Attention! 


A sales organization of four experienced salesmen with 
national connections, are prepared to give you the repre- 
sentation you need in Eastern territory. Arthur Rostal, 


39 Cortlandt Street, New York City. 




















SALESMEN WANTED: Sideline to sell high grade line of toy vehicles 
and specialties to department stores, Liberal commission. Several States 
still open. P.O. Box 511, Sheboygan, Wisconsin. 


ROPE SALESMAN WANTED. 100 per cent pure Manila rope 14 Ib. 
basis. Fast selling side line, five per cent commission. United Fibre Com- 
pany, 82 South Street, New York City. 








SALES ACCOUNTS WANTED 








Salesman Covering the Six New England States 


to the hardware jobbing and manufacturing trade wants 
additional lines commission basis. Best of references. 


Address Box J202, HARDWARE AGE 




















COMMISSION MEN wanted by Eastern Manufacturer to handle 
standard established tool line to the glass and paint trade, as side line. 
Must have good references. Give lines now carried and territory traveled. 
Address Box J-191, care of Harpware AcE, New York City. 





MANUFACTURERS AGENTS covering Montana and Wyoming wish 
to secure lines of natural gas heating stoves and appliances, commission 
basis. Address Box J-195, care of HarpwareE Ace, New York City. 








NEW YORK warehouse distributor with selling organization calling on 
the hardware trade would like another line. Serving dealers over twenty 
years. Address Box J-180, care of Harpware Ace, New York City. 





WE HAVE EXPERIENCED SALESMEN COVERING WHOLE- 
SALE AND RETAIL HARDWARE, SPORTING GOODS, STATION- 
ERY AND DEPARTMENT STORES IN ALL PARTS OF U. S. A. 
SELLING HIGH CLASS OLD ESTABLISHED LINES FOR WHICH 
WE ARE EXCLUSIVE DISTRIBUTORS. 

WE ARE NOT JOBBERS. HAVE NEW YORK WAREHOUSE AND 
SHOWROOM. ARE EQUIPPED TO COVER ANY SECTION OF 
U. S. A. BRING YOUR SALES PROBLEM TO US, WE CAN 
HELP YOU. ADDRESS BOX J-204, CARE OF HARDWARE AGE, 
NEW YORK CITY. 





BUSINESS OPPORTUNITIES 


Remove, insert screws from inac- 
electricians, mechanics, auto, radio 
Free Factory 1776 





SCREW-HOLDING screw drivers. 
cessible places. Factories, garages, 
owners buy on sight. Eclusive territory. 
Spring Lane, Boston, Mass. 


Trial. 





FOR SALE: 20 year old hardware business in city of 5,000 in southern 
Idaho. Owner retiring. Best corner location. -Stock, and fixtures $17,500. 
Will consider part. Address Box J-175, care of Harpware AGE, New 
York City. 

FOR SALE: 1 No. 6 Black & Decker electric hammer with set of 10 
drills. Slightly used but in excellent condition—$145.00. HARRISON 








HDWE. & FURNITURE CO., St. Petersburg, Fla. 
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‘HIT THE TRAIL HOLIDAY’ 
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It’s a far cry from the mushers of ’49 to our present- 
day tourist. The glamour of “Gold” has long since 
gone but still an endless stream of wanderers flow 
through the beauty-spots of our country, drawn on by a 
greater lure. 


And while some prefer to frequent hotels and farm- 
houses, still a great portion prefer to “rough it.” in 
emulation of “those who have gone before.” There 
is a no more rabid body of hobbyists than these 


campers. 


You don’t have to search them out in vour locality 
to sell them. A well-arranged window display of camp- 
axes, cots, camp furniture, hunting knives, tents, fishing 
tackle and other things dear to the heart of 
the lover of the “out-doors” will draw them 
to vour store. 
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Two Birds With One Stone 
ws Pheri das os Correct: Each hammer-clinched steel tooth of Alligator The Foremost Tape 


Steel Belt Lacing holds its width of belt in a powerful compression grip like a tiny vise. 






mawF 
Sold to more 


ALLIGATOR |e 


Brand. Be- 


S T EEL B 3 Ry LAC I N G cause it won’t 


dry out —is 





1% UXTTED STATES OF AMERICA 


mane 
HE great surplus of strength of this smooth IMPORTANT — Follow Directions 
























hinged joint gives length and reliability of =mune h an d so mely 
service, unexcelled, in any type of belt and prac- ° 
tically any service. k d 
acke r ° 
The sectional steel hinge pin (patented) ALLIGATOR P ? ine 
absorbs friction in the joint. aieshed aa sonably priced 
Belt End Protection 


—and, above 
all, is sold 


and  wmanu- 


- Thrown In Scaling the belt 

end with the powerful compres- 

sion grip prevents internal friction and ply sep- 
aration at the joint. Alligator Stecl Bele Lacing 
prevents belt end troubles and increases the life 


of belting factured by a 





Made also in Monel Metal 
Order through your Jobber 
FLEXIBLE STEEL LACING CO. 


company with 


4 Put up in attractive Orange and 
a 100% job- Blue Packages in 1, 2, 4 and 8 oz. 



















4616 Lexington Street Chicago, U.S.A. rolls. Also in Counter Displ Cc 
1 135 Plosbury Pavement, London 3 . Y play Car- 
ss cia iuehcd ‘ wily ber pro tec- tons in 1 and 2 oz. roll sizes. Keep 
"i . stocked on this steady year around 
tion policy. ai a 
SOLD THROUGH JOBBERS 
ote | Also manufacturers of Rubber Heels and Composition Taps 
ALL 
SCUISGATOR ISM Rubber Bands “Dime Assortment Display Cartons” 


Plymouth Rubber Company, Inc. 
1000 Revere Street Canton, Mass. 




















The Wolves of Lenox— 
How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sayv- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth — when 
a of Lenox were on the 
job! 


rope Tiw OEEESEEES 
Insures Greater WQSSSSaaa0) 
Hack Saw Profits! \QQQaaedaa 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’’—from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan_ will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 


Mfg. Co. 
Springfield Mass. 
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CLINTON 
PRODUCTS 


for the Hardware Trade 









Poultry Netting Perfection Door 

Hardware Cloth Springs 

Screen Wire Cloth Wire Clothesline 
Nails and Brads 



















AMERICAN Wire Faprics Corporation 








SX SPV VY YE yy SF VX 3 Subsidiary of Wickwire Sp Steel Comp 
Ne Replay pose Nepean 41 East 42nd St., New York City | 
~ ae * ee R Worcester Buffalo Chicago Cleveland Tulsa 


Pacific Coast Headquarters: San Francisco 
Branches and Warehouses: Los Angeles, Seattle, Portland 


eye 
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published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 


No allowance will be made for errors or failure to insert. 
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BUSINESS MEN say 
It's Good Business 

to stop at 
,NEW YORKER 





| ome s something pleasantly prosperous in the 
sound of “You can get me at the Hotel New 
Yorker.” That's just one of the reasons so many 
business men are always registered with us. 


The New Yorker has 2500 rooms, every one with 
radio, tub and shower bath, Servidor and circu- 
lating ice water. There are four popular-priced 
restaurants, including Coffee Shop. Rates from 
$3.50 a day. 85% of the rooms are $5, or less. 


The New Yorker is so easy to reach...from any- 
where. Tunnel to Pennsylvania Station. B. & O. 
Motor Coach 


Manhattan‘s Largest and Tallest Hotel ; 
connections. 


34th Street at 8th Avenue, New York City 
RALPH HITZ + Managing Director 











Lovely Enameled Thumb Tacks 
SELL ON SIGHT 


Home lovers can now secure our beautiful 
tacks in all colors that harmonize with interior 
furnishings and decorations. 

Size 7/16” diameter. Made in 12 colors. 36 
Tacks on a block. Retail at 10c per block, 
$14.40 per gross. Cost Dealers $9.00 per grose 
of blocks. 


Packed 12 blocks in a box—12 boxes in a 
carton. 


We Also Manufacture Upholstery Nails, Thumb Tacks, 
Celluloid Covered Tacks, Fancy Nails, Etc. 


If Your Jobber Cannot Supply You— 
Write Us Direct. 


R. E. MILLER, Inc. 
35 Pearl Street New York City 














| Ximball 

















semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 

and All Types of 
Electric 

Elevator 
Machines 





4AA 


I 1205-19 Ninth St. 


Fast and Safe | 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
—comes sawed, drilled, — 4 
fitted ready for anyone 
handy with tools to as- 























Alt ; \ 
\ ELEVATORS 


WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL. BROS. CO. 


Council Bluffs, Ia. 








POPULARITY 


Superior Brand— 
the poultry netting 
with the brightly 
colored rooster 
trade-mark — is 
popular and read- 
ily identified by 


consumers, 


At Your Jobber 


G. F. Wright Steel 
& Wire Co, 


Worcester, Mass. 


SUPERIOR 
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: imaxing AD Wijtocee 
improvements ever made in this 
t | | ik vif | " | uf! your big opportunity to share in the 
if I | | mn | | mn ll | i ‘ ' i | im great volume of sales that this new 

— at a lower cost! STRAIGHT LINE 


(u' and satisfactory poultry netting been 
il 
, il type of fencing. Its instant accept- 
f | netting is making. 
Improvements 
This means greater sales and 
larger profits for you. Combination Poultry Netting 
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offered — it is one of the greatest 
sheaf it x ay, ahi 

ance by consumers everywhere is 
TE TN NT TE LOSE RT EN LIE ALT ETRE PE ELE RIES IES EINES 
Now you can offer your cus- 2 
tomers greater protection and 
better service than ever before 

GALVANIZED BEFORE OR AFTER WEAVING 






























Modern poultry netting requirements are 
fully met by the new and unique construc- 
tion of Combination Netting. The line 
wires for the first 12” are spaced 1 inch 
apart, the second 12 inches, 114 inches 
apart, and the balance, 2 inches apart. The 
line wires on Combination Netting as well 
as on STERLING Regular Straight Line 
Netting, run the full length of the roll. 
These line wires are locked together by the 
mesh wires so securely that they cannot 
slip, spread, or unravel. The netting will 
not bag or sag when unrolled and erected. 
The full strain of the stretching falls on the 
straight line wires. It can be taken down 
and erected time and time again with per- 
fect results. It looks better — is easier to 
erect — needs fewer posts — and does 
away with the necessity of top and bottom boards. It is not necessary to erect an all 
one inch netting, or both 1 inch and 2 inch netting to get complete protection. 
STERLING Combination will give you better protection at a lower cost. Furnished 
in 42”, 48”, 60” and 72” heights and 19 and 20 gauge. 














The Northwestern Barb Wire Company are fabricators of: 
STRAIGHT LINE NETTING POULTRY FENCE FIELD FENCE 
ORNAMENTAL GATES ORNAMENTAL LAWN FENCE 
FARM GATES BARB WIRE CORN CRIBS NAILS SMOOTH WIRE 
RED HEAD — GOLD BAND (SPIRAL WRAPPED) BALE TIES 
DILLON COMBINATION HOIST AND STRETCHER 


Order from Your Jobber Today 
NORTHWESTERN BARB WIRE CO. 






SINCE 1879 


STERLING —- — ILLINOIS 
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ica a Worlds Fastest 
By Selling Padlocks/ 


MASTER 
MASTER GREYHOUND N2 99 ~ 


eae! PRE-TESTED!! 


No 9¥ Tested for QUALITY 
Tested for SALES— 
Tested for TURN-OVER— 
Tested for BEAUTY~ 
Tested for ENDURANCE 
Tested EVERY way! 


It is-POSITIVELY the 
) LEADER of them ALL! 


































ACTUAL SIZE 


Eleven BIG Quality Features / 


TWELVE actual key changes. 


Can be MASTER-KEYED in two 
sets of six locks each—or kéy- 
ed alike — no extra charge. 





1 Beautifully proportionedandde- 7 
signed. 8 

2 1-l/16 inch steel embossed and 
polished case. 


aw 


9% Two nickel plated milled keys. 
10 Each lock packed individually 


i?) 


Cadmium Plated inside and out. 


4 Four warded, multi-spring-lever 
key security. 

5S Spring tension steel swivel 
shackle —7% inch vertical clear- 
ance—4inch diameter. 


6 Shackle securely locks at toe. 


N) “Packs” of twelve—each pad- 


in beautifully colored cartons. 


lock keyed differently — in-at- 
tractive 3 colored quick selling 
counter ‘displays — Shipping 
weight 4 Ibs. per dozen. 










OO Net per 
Dozen 


Price $ 
Only 


ORDER NOW from your 
Jobber—he has them for you. 


MASTER LOCK CO. 
Worlds’ Largest Exclusive Padlock Manufacturers 
Milwaukee, Wis., U.S. A. 








he LEADER 
of them ALL 























